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SANDALWOOD O™ 


Distilled at Linden, New Jersey, U. S. A., by 


W. J. BUSH & CO. 


(INCORPORATED) 


from selected Mysore heartwood [Santalum Album Linné] 


NET WEIGHT 25 POUNDS 





Genuine Mysore Sandalwood Oil distilled fro~ 
selected Mysore heartwood is recognized as the 
standard of quality by leading Perfumers the 


world over. 


Sole Agents for 


the United States The delightful effect imparted by genuine Mysore 
_— _. Sr I" il cannot be satisfactorily duplicated by natural 


Sole Agents 
for Canada 


W. J. BUSH & CO. (In original sealed and serially numbered 
(Canada) Ltd. - 
Montreal, Canada containers only.) 


“Y* Ofdefte Sffence Piftilfers” 


W. J. BUSH & CO. 


INCORPORATED 
Essential Oils .. Aromatic Chemicals .. Natural Floral Products 
1! EAST 38TH STREET, NEW YORK, N. Y. 


Linden, N. J. National City, Calif. 
London Mitcham Widnes 


or synthetic material from any source. 
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PRODUCED AT OUR BROOKLYN FACTORY 


OILS 


CLOVE BALSAM PERU OPOPONAX 
CELERY PIMENTO 


GERANIOL OLIBANUM 


NUTMEG 
ORRIS LIQUID, Conc. 


STYRAX CITRONELLOL SANDALWOOD 
PATCHOULY 


CASCARILLA 


also 
CITRAL EUGENOL 
RHODINOL 


RESIN LIQUIDS 


OLIBANUM STYRAX 


LINALOOL 




















LABDANUM BALSAM PERU 
OPOPONAX BALSAM TOLU 


ORRIS TONKA 


Essential Oils ¢ Aromatic Chemicals ¢ Perfume Materials e Colors 





These new cosmetic ovals, in 4- and 8-o2. sizes topped with distinctive 
Empress closures, are ideal for after-shave lotion, hair tonic, etc. 


Contents men like... 


in the exactly right Duraglas container 


@ Here’s four-way assurance that 
there is an exactly right Duraglas 
container for your product: 

First— economy. Sturdy Duraglas 
stock-mold containers are low in origi- 
nal cost, efficient on your filling line. 
Second—design. Every one of the 


OWENS-ILLINOIS GLASS COMPANY e TOLEDO I, 
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more than 1400 drug, chemical, and 
toiletry containers is designed for 
sales appeal, plus filling-line depend- 
ability. 

Third—brand identification. Dura- 
glas stock-mold containers quickly 
focus attention on your distinctive 


label, speed customer recognition, 
speed sales! 

Fourth—complete packaging service. 
Bottles, closures, cases, expert de- 
sign and engineering staff—all at one 
source of supply to save you time, 
cost and worry. 


> = PROTECTORS OF QUALITY 


OHIO e 


BRANCHES 


IN PRINCIPAL CITIES 
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LADTIER Pits 


GRASSE, FRANCE 


Natural Flower Absolutes 
Essential Oils, Concentrated Natural Fixatives 
Synthetic Aromatics 


LAVENDER PLANTATIONS L.F. 
50-52% 


LAVENDER ST. ANDRE 
40-42% 


LAVENDER MT. BLANC 
36% 


LAVENDER 
30-32%U.S.P. 


LAVENDER FLOWERS CONCRETE 
LAVENDER ABSOLUTE 


SS 
o— 4 44 


Lautier Fils is one of the largest producers of Lavender Oils in the 
world with our own plantations at St. Andre, Meouilles, Barreme, Lam- 
bruisse, and Annot. The oils are distilled and the concretes produced in 
our own subsidiary factories near the lavender fields. In this way we have 
complete control on our qualities. 


LAUTIER FILS, INC. 


321 Fifth Avenue New York 16, N.Y. 
GRASSE PARIS LONDON  BEYROUTH CHICAGO ST.LOUIS SANTIAGO 
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In your bath crystals . . . delicate, sparkling 
beauty is an absolute necessity. And the eye- 
catching beauty of Solvay SNOWFLAKE 
CRYSTALS is sure to capture the eye of the 
most discriminating buyer. 

But to further insure a steady demand, 
Solvay SNOWFLAKE CRYSTALS adds 
many extra, highly-desirable performance fea- 
tures to definitely make this a product of 
beauty and performance. See for yourself the 
extensive list of advantages that Solvay 
SNOWFLAKE CRYSTALS offers you . 
for increased demand, increased sales— 
increased profit! 


SOLVAY SALES DIVISION 


ALLIED CHEMICAL & DYE CORPORATION 
40 Rector Street, New York 6, N.Y. 
BRANCH SALES OFFICES: 


Boston * Charlotte * Chicago * Cincinnati * Cleveland 
Detroit * Houston * New Orleans * New York © Philadelphia 
Ficsburgh ¢ Sc. Louis * Syracuse 


te Uniform size and brilliant 
sparkle in each crystal 


WK reodity ebsorbs dyes 


ee Takes perfume easily 


* Non-caking 
>* low cost 


ae Dissolves instantly 


he Softens water promptly end effectively * Mild and non-irritating to the skin 


ae Will not change physically or * Special detergent properties help seap lather better 
chemically in the package 
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Wen the sun 
shines bright 


and suntan cosmetics 





are on all the counters 


make sure users repeat their 
choice of your brand by using 


as their sun screening agent 
FILTROSOL A 


not water soluble, for 


creams, oils, ete. 
FILTROSOL B 


water soluble, for aqueous 





emulsions, lotions, etc. 


A 5% addition of Filtrosol insures complete 


protection against the harmful rays of the sun. 
As perfume for the suntan cosmetic 
SUNTAN PERFUME 983 


A fresh, light fragrance. 


601 West 26th Street 


SCHIMMEL & CO., INC. New York 1, N. Y. 
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HOW CAN 


ISCO U.S.P. TALC 
HELP YOU? 





IN THE 
DRUG AND COSMETIC 
INDUSTRY 


BABY POWDERS—Isco Sierra Supreme U. S. P. Talc has all the 
physical characteristics necessary for the finest baby powders 
PLUS the extreme purity so essential to products of this kind. 
It is free from grit and skin-irritating particles. It is white as 
tale can be. 





COSMETIC POWDERS—-Cosmetic manufacturers get the charac- MEDICINAL POWDERS—The absolute purity of Isco Sierra Su 


teristics they ask for when they specify Isco Sierra Supreme 
U. S. P. Talc. Its whiteness assures uniformity of color in the 
most delicate face powder tints, and alleviates necessity of 
shade adjusting. It contains no grit by the “bite test.” It bulks 
light; is free of shiners. 


preme U. S. P. Tale makes possible the production of foot 
powders, heat rash powders and similar anti-irritants under 
the U. S. P. label. It makes safer, smoother, less irritating prod- 
ucts. It eliminates wear and tear on delicate dies used by tablet 
manufacturers; is safer for internal use. 















Youll Like Isco Sierra Supreme Talc! 


Isco Sierra Supreme U. S. P. Tale combines the finest physical 
characteristics desired by the cosmetic manufacturer along with 
the extreme purity demanded by the pharmaceutical house. It is 
as white as tale can be, contains no grit, is free of needles and elimi- 
nates wear on delicate dies. This U. S. P. tale is one of the lightest 
bulking tales on the market. Since it is free of “shiners,” it excels 
in hiding or covering power. This makes possible formulation of 
face powders with less of hiding pigments which tend to offset 
“slip”—yielding products of exceptional smoothness at a lower 
cost. Isco Sierra Supreme U. S. P. Tale is tested and controlled to 

i strict specifications. Write for full information about this SAFE 
U.S. P. tale, teday! 


INNIS, SPEIDEN & CO. 


117 LIBERTY S*REET 
NEW YORK 6 N Y. 


BOSON CINC'N VAT JL WERSVILLE 
(ot oot Cele Meo tt a a 
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Specification of the right perfume is vital 
in the planning of any perfumed product 


destined to live successfully. 


‘The van Ameringen-Haebler perfume chemists 
will work with you to create the perfume for 
your particular market, a foundation for 


beauty and lasting success. 


VAN A mMmeERINGEN*HAEBLER INC 
y 8 
VHAAIM« teclet CCbd oneal CCU PCA Sf Mec  feresl fee ofc WME ULMA 


3iS FOURTH AVENUE, NEW YORK 10, N. Y. 
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Quallty «+ 


METAL CONTAINERS 


and 


CLOSURES 


BRIDGEPORT 


Vanities Powder Boxes 
Jar Caps Perfume Vial Cases and Caps 
Bottle Caps Lip Brushes 
Dry and Paste Rouge Cases Drawn Talc Containers 


Lipstick Containers—Swivel, Slide, Automatic 
and 


Other Special Metal Products for the Cosmetic Industry 


THe Bripceport Meta. Goops Mec. Co. 


BRIDGEPORT Established 1909 











CONN. 
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Capase 


Request a copy of our 
new catalog... _.. 










COSMETIC RAW MATERIAL PERFUME BASES 
WATER SOLUBLE GUMS ESSENTIAL OILS OLEO 
FOOD COLORS 
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FRUIT FLAVORS STEARIC 








PRODUCTS 
CORPORATION 
215 PEARL STREET, NEW YORK 


FACTORY AND LABORATORY: MEWARE, M. J. 
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Serving 
the 
Cosmetic 
and 
Pharmaceutical 


trades 


| ceaeramnensesees tet MEN 


eT Er 


for 68 years 





Snowflake Brand White Beeswax U.S.P. is endorsed by the cosmetic drug and chemical professions for purity and whiteness. 
Toilet cold cream manufacturers whose requirements are most discriminating emphasize its perfection. Stocks carried at all 
branch offices. Write for samples and prices. 


E. A. BROMUND CO. 
Established 1880 
Spermacetti Ceresine Yellow Beeswax Ozokerite Carnauba 
Composition Waxes Stearic Acid 
258 BROADWAY, NEW YORK 7, N. Y. 


Frank B. Tracy, 201 N. Wells Bldg., Chicago, Ill. C. L. lorns Co., 216 S. Seventh St., St. Louis, Mo. R. Peltz 
Representatives Co., Drexel Bldg., Philadelphia 6, Pa. C. J. McAvoy Co., 364 S. Front St., Memphis 3, Tenn. Hawxhurst & 
__ Co. “ San Francisco and Los Angeles, Calif. 





Bleachers and Refiners of Beeswax 


Vepensecececeveusssvesscssessssssvesteessveee 
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DREYER 


These exceptional violet odors — 


closely confined Dreyer aromatics 
for many years — are now being released 
to the trade for the first time! 
You will want to use Dreyer Viocyclenes 
with other perfume compositions to 


give an authentic topnote violet 


PR. 
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lift to your soaps, talcs, colognes 


or powders. Call the Dreyer 
Perfume Stylist today! 
WRITE FOR PRICES AND SAMPLES 


OR SEND FOR DREYER CATALOG “B” 


INC. 


17 


WEST 


19th 


STREET, 


tea: 3s 
= 
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Pee 
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“TIL NEVER 
buy this cream again! 


Less than a quarter used... 


and already the rest is 


caked and hardened.” 


Give your product adequate pro- 
tection from caking . . . safeguard 
its creaminess with Kraystay, the 
finer vegetable stabilizer Kraft 
makes from carrageenin. 


In hand, cold, vanishing or cleansing creams, 
the gradual evaporation of moisture often 
causes undesirable caking. 

Don’t let your product dry out! Protect 
it with Kraystay. Besides being an excellent 
base for creams or pastes, Kraystay, in 
concentrations of 0.5 to 1.0%. prevents 
evaporation by forming a thin air-tight 
film over the cream. Needed moisture is 
sealed in, and creaminess assured. 

By varying the proportions, Kraystay 
will show unusual stabilizing, emulsifying, 
thickening, gelling or suspending proper- 
ties in foods or pharmaceuticals of medium 
or low acidity. 

Kraystay 16-8 is an excellent thickener or 
base for creams and pastes. With the addi- 
tion of potassium chloride, it retains high 
gel strength at temperatures up to 240° F. 
Kraystay 16-14 combines low viscosity 









with excellent gel strength. 

To find out more about Kraystay, call 
or write Kraft today. Please state the 
nature of your product. Kraft Foods 
Company, Dept. AP-9, 500 Peshtigo 
Court, Chicago 90, LIL. 


Two new additions to the Kraft line of quality 
stabilizers: 


Kraft Blue Label edible Algin 


Kraft Blue Label non-edible Algin 
Pure, highly refined, especially suited for 
products of high acidity. 





GELOSE FROM THE SEA! The clear, pure 
vegetable gelose used in making Kraystay 
comes from these minute fronds of edible 
Irish moss. Taken from 
the clean, cold ocean floor. 
they form the basis of this 
consistently efficient sta- 
bilizer whose uniform high 
quality is guarded by 
modern, scientific labora- 
tory controls. 


KRAYSTAY 


MADE BY KRAFT 


A NEW DEVELOPMENT 
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SUNSCREENING 


AND PERFUMING 
AGENTS FOR 


o EFFECTIVE SUNTAN 
PREPARATIONS 


Just mix Sunaromes with the base you prefer... water-gum, 
_water-alcohol, or even water alone. You can also use a 
cream base, mineral oil, fatty oil, etc. It's the Sunaromes 
that make them effective sun screens...and scentthemsoat- 
pag a ola aaatiae . and there is no prob- St 


Sees Tis alld & henile ts michuiiiiabiiie ct % Seeaaneras ae 
: Sent te oe GEL tee Chediak haaoneats torch anna 
y one of a large number of fragrances; simply 


serves con: Narretel rays of the 
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Li hE TH E FLAVOR Lemon Oil delivers flavor .. . clarity 
and uniformity not found in any other 
OF A FRESH-CUT 


Lemon Oil. 


LE MON ecece Always specify it by the brand name 


when you order — Exchange Oil of 


Lemon. And to insure your satisfac- 
When it’s lemon you want, Exchange is 


the Oil! 


More than 80% of all the lemon oil used 


in the United States is Exchange Lemon 


tion, accept no other brand. | 


Distributed in the United States exclusively by 


FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York 11, N. Y. | 


, ; . DODGE & OLCOTT, INC. 
Oil. This overwhelming endorsement by 180 Varick Street, New York 14, N. Y, 


: Distributors for: 
the trade is your assurance that Exchange Sandcastle 


PRODUCTS DEPARTMENT, ONTARIO, CALIF. 


Producing Plant: 
EXCHANGE LEMON PRODUCTS CO., CORONA, CALIF, 
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Wholly different from anything ever made 


TCE eMule reeled eel Mlle M Zhi etulell i 
CPM lett tome c idm ha all 


yes Oa 
e Eliminates cup wobble 
¢ Prevents shearing and taking off sheen of filler 
¢ Completely locked in four places at all times. 
Cup rides on 4 pins on a double track. 
No jamming — Pins cannot slip out of track 
Eliminates returns due to faulty or defective mechanism. 


Plus BRODER patented Free Wheeling the cup which rides up or 


Jown ONLY when the cap is off. Gives you a NON-SMUDGE CAP 
In Rich Low DeLuxe All-Polished Brass protected by a Startling New NON TARNISH Lacgeur 
LOOKS BETTER...WORKS BETTER... COSTS LESS 


PHONE. ..WIRE... WRITE 


TO ee UR Eas 


ee ee ee ee ee ee 


BeGgh@ee oe Pe ere ee eee lee eee ee 


NEW YORK SALES OFFICE © S65 FIFTH AVENUE © MUrray Hill 8-427 
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Chesapeake 
Oval 





Cabinet 


Square i 
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ASS 
SMART DESIGNS ©) 
, if 

TO BUILD . SALES 


Shown here are five of the many attractive stock designs in crystal 
clear Maryland Glass. All are carried in stock in a complete range 


“of sizes for immediate shipment—with caps furnished if desired. 


. LET US SEND YOU SAMPLES~— just tell us the nature of your prod- 
uct and the sizes in which it is packed, and we will submit appro- 
priate stock designs. Or, if you use bottles or jars in large quantities, 
let our design experts work with you to create a glass design for 


Me eS cal tae rte YL he 


MARYLAND GLASS CORPORATION 
BALTIMORE 30, MARYLAND 








£3 CODA E><EICODAD<CH>CCODANI><2|CODADS? 
GERARD J. DANCO, INC. 


5 EAST 19th STREET e NEW YORK 3, N. Y. 


TELEPHONE: OREGON 3-6790 CABLE ADDRESS: CODAN, N. Y. 


><EICODAD<C 


FINE ESSENTIAL AND FLORAL OILS 
AROMATIC CHEMICALS 
MUSK—CIVET—AMBERGRIS 


Exclusive Agents in the 
United States, Canada and Mexico for 


CAMILLI, ALBERT & LALOUE, S.A. 


GRASSE, FRANCE 


and 


ETABLISSEMENTS VICTOR HASSLAUER 
PARIS, FRANCE 


“Danco Quality Guaranteed by Reputation” 


NEW YORK CHICAGO MONTREAL PARIS 


S GG Gr<G* ’ 
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Synllen 


DY: U.S. PAT. OFF. 


ATLANTA 
CHICAGO 


CIUDAD TRUJILLO 


MANAGUA 


108 February, 1949 


a <pomsTonrrs ; 
wal , 
— 7 
we | 
cy 
Ww > 
~ 
\A 
a> os 
s 
Sate maser“ 


DETROIT - 
MELBOURNE e 
e GUAYAQUIL 


PANAMA 















THE 
DEMAND 
FOR 
QUALITY 


PRODUCTS 


* ASUNCION e MANILA * SAN SALVADOR 





] T is the consumers—the ultimate users—of your products who 
determine the direction your sales curve will take in 1949 and 
in the years to come. 

If the products measure up to all that is expected of them—if 
real quality is there—you may be sure that consumers will buy 
them again and again and again. 

Now that consumers are more discriminating in their choice of 
toiletries the most sought for element in such products is likely to 
be quality. 

In fact the quality of your products more than anything else 
must be relied upon to establish them firmly in the minds and 
memories of the best judges of toiletries—the ultimate users. 

Toiletries of quality can be made only from raw materials of 
quality. And perfumers’ raw materials of highest quality have been 
made for 60 years by Synfleur Scientific Laboratories. Not only 
are we prepared to supply you with highest quality materials to 
suit your particular needs but the advice of our experienced labora- 
tory technicians is at your disposal to help you produce better and 


finer products to win more sales. 


Scientific cfabor alories, Ine —_ Monticello,V. Y 


FOUNDED 1689 BY ALOIS VON ISAKOVICS 


HAVANA - RIO DE JANEIRO + MEXICO, D.F. 


BURMA « HONG KONG ° BOGOTA e SAN JOSE 
® GUATEMALA CITY s CALCUTTA * WELLINGTON 
MONTEVIDEO 
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To the Cosmetic Chemists of America 


who have helped to build a distinctive American industry 


Today, American cosmetics lead the world 
—in quality, texture, and fragrance. Behind 
the product excellence, the packaging dex- 
terity, and the ingenious merchandising of 
your progressive industry, the cosmetic 
chemist’s réle has been an essential and vital 
factor. Modern American cosmetics are a 
triumph of the scientific skill and practical 


ingenuity of American cosmetic chemists. 
Keeping pace with the high standards of 
cosmetic chemistry over the years, Merck 
Fine Chemicals for the Cosmetic Industry 
have provided specialized ingredients to 
meet your specific needs.To specify ““Merck” 
when buying chemicals is to assure the uni- 
formly high quality of your products. 


Our cosmetic consulting service is at your disposal 
in connection with development and production problems. 


MERCK FINE CHEMICALS , 


for the 


COSMETIC INDUSTRY 






MERCK & CO., Inc. 


RAHWAY, N. J. 
. New York, N. Y. + Philadelphia, Pa. + St. Louis, Mo. + Chicago, Ill. - Elkton, Va. - Los Angeles, Calif. 
In Canada: MERCK & CO., Ltd. Montreal - Toronto + Valleyfield 


Man uofacturing Chemeit 
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In each of these great centers of the Soap, Perfumery and Cosmetics industries there 
is a Chiris company, with a complete production and distribution service. These com- 
panies pool all the experience and coals technical resources which nearly 
200 years of outstanding leadership ‘ ; in the World’s Essential Oil and 


Aromatic industries have made men available to the House of CHIRIS. 


ANTOINE CHIRIS Co.,, Inc. 


119 WEST 57th STREET, NEW YORK 19, N. Y. 


ESTABLISSEMENTS ANTOINE CHIRIS ANTOINE CHIRIS, LTD 
GRASSE - PARIS LONDON 
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TABA 












Fle 


TABACENE, developed from a recently discovered aromatic, is intrinsically different from any existing odor—a new principle 
in perfumery. Its dry wood-notes, its subtly-animal, tangy aroma of rare tobaccos distinguish TABACENE as one of Fleuroma’s 
most fascinating bases. It has warmth without sweetness, power without harshness. And with its amazing, months-long 
lasting power, TABACENE provides both character and undreamt-of fixation. 


FLEUROMA:.:( 73 SULLIVAN ST: NEW WORK 12 NW 


No. 1946 


A Potent, Exotic Specialty Base 
for your Finest Perfumes... 


e When you want your perfumes and perfumed 
products to have a potent fragrance and an aura of mystery and 
glamour ... be sure to use Aldine No. 1946. For this fine 
specialty base is used to create the aldehyde-type fragrance 
that is found in the high-priced, most fashionable perfumes. 
Aldine No. 1946 is a smooth, powerful base that lends 
itself readily to manipulation by the perfumer. Why not try 
Aldine No. 1946 in your own products. We'll be glad 
to send you working samples. Just write to: 


Cleomdlle /$odeéle Yee 


15 East 30th Street, New York 16, N.Y. 


Atlanta * Chicago * Dallas * Memphis ¢ Pittsburgh * San Francisco * Los Angeles 
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7 CLOVER LEAF 


For glamorous packaging of 
glamorous products! Avail- 
able in most popular sizes 
and in any color. Write 
for details and prices. 


CLASSIC 


Available from stock: from 
8 to 38 mm, in short, med- 
ium, and tall skirt; regular 
tee mutes OIE Craters) | 
fel codtel Bile (ee Codelieeyelrm 
We can match any color 
Aol T eae 


SVsrannarn cap 


ouR ORDER 


re ey tne veers? "| AND MOLDING COMPANY, wwe 


efit b ‘vate 
You gc in making priva : 
C rica § 
nner. PLASTIC CLOSURES 
mold clost products: = 
most famous 307 S. EATON STREET +» BALTIMORE 24, MD. 


work with you: OFFICES IN ALL PRINCIPAL CITIES 
LATIN-AMERICAN REPRESENTATIVE: ROBERTO ORTIZ, HAVANA 














SLOW VOLATILIZATION 
INSURES STABILITY 


=t compelling fragrance of unceasing | 
popularity. 4 definite and 
hisdieiabine asia ini ths 
manufacture of yout perfumes 






aiid cosmetic preparations. 


PRICED AT $12.00 per 








ATLANTA 3 
PITTSBURGH 22 


SEATTLE 22 NEW ORLEANS 13 
-\> NEW YORK 6 _ SAN FRANCISCO 3 





VANCOUVER, B. C. 
MEXICO, D. F. 


for your copy of our latest 
catalog .. . It is educational. 
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Editorial 


Comment 


Proposed Trade 


Practice Rules 


The hearing for the proposed 
trade practice rules for the cosmetic 
and toilet preparations industry 
was scheduled to be held in the Fed- 
eral Trade Commission Building, 
Washington, D.C., February 10. 
The notice of the hearing stated 
that it was to be held for the pur- 
pose of presenting views, sugges- 
tions and objections to the proposed 
rules. 

The rules are presented with the 
intent of preventing and eliminat- 
ing unfair methods of competition 
and illegal or irregular trade prac- 
tices which are injurious to the in- 
dustry as a whole. Following the 
hearing, the Federal Trade Com- 
mission will consider the additional 
information received on the pro- 
posed rules. 

The most important item on the 
list covers the practice of furnishing 
salespeople, or demonstrators, to re- 
tail stores. It is suggested as a guide 
to meet the requirements of the 
Robinson-Patman Act, and is issued 
as Plan A and Plan B. The plans 
are alike except that proportional 
service is rendered on the retailer’s 
sales or purchases. 

The plan calls for the substitu- 
tion of other services such as adver- 
tising allowances, payments for dis- 
play space, merchandising aids, or 
similar services, where the retailer 
cannot use a demonstrator’s services. 

Other subjects covered by the 
rules are: Misrepresentation, imi- 
tation of trade-marks, character of 
business, use of the word “free,” 
fictitious pricing, passing off of in- 
dustry product as that of a competi- 
tor, defamation, commercial brib- 
ery, obtaining a competitor's con- 
fidential information, inducing 
breach of contract, lotteries, coer- 
cion to fix prices, threats of infringe- 
ment suits, selling below cost, and 
the return of merchandise. 
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Gandhara 


Greco-Buddhistic head in the Gandhara style, about 300 A. D. 


Greco-Buddhist art. A “blend” 


between East and West! Our 


TT 


GANDHARA represents an un- 
usual blend between Oriental 
and Modern Western bouquets. 
It can be accentuated in either 


direction or used “straight” as a 





‘ base or finished odor. 


| 
POLAK & SCHWARZ INC. | 


New York: 667 Washington St. Chicago: 400 W. Madison St. 
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SHAMPOO MATERIAL 


At long last, an American source 
for triethanolamine lauryl sulfate 
is established. This is the material 
that is used in one of the well 
known foaming soapless shampoos. 
It is sold in approximately 30 per 
cent concentration capable of being 
further diluted. ‘The price seems all 
right too. 


DETECTING ALLERGY 


Morgan, writing in the Archives 
of Dermatology 57,1050,1948, illus- 
trates and describes what .he be- 
lieves to be a method of determin- 
ing in advance if the individual is 
the “allergie type.” According to 
this writer, a wrinkle or a line under 
the margin of the lower eyelid, no- 
ticeable from birth on, is a sign of 
allergy. The illustration accom- 
panying the text shows this to result 
in a sort of nice looking “bag’’ un- 
der the eye. It isn’t the weekender 
type of bag . . . it is sort of an over 
nighter type. Right or wrong, it is 
an approach to the problem. In 
checking among my allergic friends, 
1 must confess that they all display 
this identifying mark. 


VITAMIN E FOR SKIN 


Experiments reported by numer- 
ous researchers, but particularly by 
Shute, Vogelsang and Burgess, indi- 
cate that substantial doses of Vita- 
min E affect such things as comedos, 
dilated follicles (pores) and relieve 
follicular plugging. These are the 
bad offenders on otherwise, often 
normal skin. The fact that the vita- 
min E is usually injected does not 
necessarily mean that it has to be 
given by this route for the same re- 
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Jesiderata 


by MAISON G. pENAVARRE 


sults. For it is now pretty well estab- 
lished among all thinking therapeu- 
tists that the first effect of a drug is 
at the site of application. Another 
fact becoming established is, drugs 
that affect the skin when given by 
hypodermic injection, can often be 
applied in much lower concentra- 
tion for direct application to the skin 
(particularly if the drug is with- 
drawn from circulation by one of 
the body organs) such as estrogen. 
So, maybe a new vitamin will find 
its way into a useful drug-cosmetic, 
as did estrogens. Anyway, it is a new 
line of approach to an old problem. 


LIABILITY AN ASSET 


Things go through cycles. So 
often the machine-made product is 
superior to the hand-made product. 
Yet periodically, we return to the 
hand-made product because we feel 

right or wrong—that it is better 
made in some way. 

One British brand of cosmetics 
actually advertises that it is “hand- 
made.” In fact it makes a point of it. 
What is usually considered a liabil- 
ity resulting from small scale hand 
manufacture, is capitalized by this 
company. It is an unusual slant and 
seems to work for the particular 
manufacturer. 

But it can be generally said that 
machine-made cosmetics are supe- 
rior to hand-made cosmetics. Many 
creams and lotions today are bought 
because of an appearance or con- 
sistency that is impossible to obtain 
without plenty of “machining.” So, 
while “hand-made” cosmetics may 
be acceptable to some, it is difficult 
to see how numerous items can be 
made by hand methods, or how one 


M. G. DeNavarre at work in his laboratory 


can homogenize a cream without a 
homogenizer for example. The idea 
proves again, how some people can 
turn drawbacks into advantages. 


HANDLING INFLAMMABLES 


As time goes by, both laboratories 
and manufacturing departments 
are exposed to handling increasing 
numbers of inflammable liquids. 
The resulting hazard makes for un- 
easy sleeping at night. Yet there is 
no need for this uneasiness if your 
volatile solvents are stored in one of 
the approved safety cans equipped 
with a safety screen in the pouring 
spout. 

The cans are available in sizes 
ranging from | pint up to 5 gallons. 
They are moderately priced and 
made with removable screens. The 
safety screen alone sells for less than 
a dollar, while the complete cans 
range from five dollars to a shade 
over eleven dollars for the largest 
size. 

These are really the thing in 
which to handle and store inflam- 
mables, whether in large or small 
quantities. Even for laboratory use, 
it is pointless and dangerous to 
store more than a pint of inflam- 
mable material in ordinary contain- 
ers when safety containers can be 
had. 


PRESERVATIVES 
Recent work reported by Pearl 
and McCoy and quoted by Curran, 


reminds us that a new series of pre- 
servatives is in the making. They 
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Competition Demands .. 





Competition develops aptitudes but winning 
skill is the product of aptitudes plus experi- 
ence. You get this plus value to the nth 
degree at New England Collapsible Tube 
Company—the first to put toothpaste in 
tubes ...as long ago as 1892! 


This continuity of manufacturing experi- 
ence produces Tubes with important com- 
petitive advantages. Our Sheffield Process 
Tubes are superior—because of this long 








Skill 


experience in suiting inner coatings to 
product, and proved skill in creating display 
designs for modern merchandising. 


Write for our catalogs today. Get the facts 
about the sales appeal, convenience, and 
economies that Sheffield Process Tubes of- 
fer for your products. 

P.S. As an additional service we can also supply 
the individual printed cartons and complete the 


packaging of your bulk product in tubes, tins, or 
jars, ready for distribution. 


NEW ENGLAND COLLAPSIBLE TUBE CO. 


HOME OFFICES - NEW 


W. K. SHEFFIELD, V. P CHICAGO 16, ILLINOIS 
NEW YORK 18, N. Y., 500 FIFTH AVENUE 3132 CANAL STREET 


EXPORT: 500 FIFTH AVE. N.Y. CABLE 
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T. C. SHEFFIELD 
ANGELES 38, CAL., 7024 MELROSE AVE 
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are the vanillates, most particularly 
ethyl vanillate. According to the 
original workers, these new chemi- 
cals are very effective against Peni- 
cillium, Aspergillus and Rhizopus, 
common molds encountered in this 
industry. Of course there are other 
molds to be wary of, as well as bac- 
teria and wild yeast. 

One of the major considerations 
in proving the usefulness of a pre- 
servative is keeping it in the water 
phase of the product, for it is in the 
water phase that spoilage most often 
takes place. It is rare to find mold 
growing on fats, though it can and 
does happen. But most mold grows 
in the water portion and the preser- 
vative should be of such a type that 
it is as readily soluble in.water as in 
the fat in fact it should be 
more soluble in water than in the 
fat for real assurance of preserva- 
tion. 

An entirely new kind of pre- 
servative involving organic fluo- 
rides is being tested. Maybe these 
will prove still more valuable. 


FLEXIBLE STAINLESS HOSE 


A considerable amount of stain- 
less steel pipe is used in the cosmetic 
industry. More could be used if the 
pipe were flexible. 

Now it is a fact. Stainless steel 
flexible hose, designed to convey 
liquids, air, gases or steam, at high 
temperature and pressure, can be 
handled in this new heavy wall, 
helically corrugated, non-magnetic 
hose of seamless one piece type con- 
struction. It is available in sizes 
ranging from 14 to 3 inches in di- 
ameter. Two types are made one for 
open pitch requiring moderate flex- 
ing, the other for close pitch for 
maximum flexing. Standard length 
for the first type is 14 feet while the 
latter hose for maximum flexing is 
made in standard length of 7 feet. 
Longer lengths can be made by 
welding, brazing or coupling. Sev- 
eral kinds of couples are available. 
The hose is supplied in stainless 
steel types 304, 316 and 347, capable 
of withstanding pressures of 14,000 
p.S.1. 

From this it can be seen that the 
conveying problem for many cos- 
metic items can be aided consider- 
ably. The flexible length can be at- 
tached to a permanent pipe line, 
giving maximum utility. 
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QvESTIONS AND ANSWERS 


728. LECITHIN IN SHAMPOO 


Q: This is to inquire how you 
would suggest incorporating lect- 
thin to a liquid cream shampoo and 
still end up with a smooth emul- 
sion. Would you suggest employing 
more than one-half of 1 per cent? 

P.K.—ILiINots 

A: In cream shampoo, we would 
think that the lecithin should be 
dispersed in the synthetic detergent 
with as little water as possible at 
first; then dilute to the proper 
strength. We see no point in add- 
ing a half per cent. You should use 
| or 2 per cent. 


729. EGG SHAMPOO 


Q: 1 am experimenting with an 
egg shampoo, using dehydrated 
eggs. The drawbacks of this ma- 
terial are color and odor. 

Is there any cosmetic use for cow's 
milk, or, to be more specific, the 
“skimmed milk” powder? 

C.Y.O.—NEw JERSEY 

A: The names of several suppli- 
ers of dehydrated egg powder are 
going to you under separate cover. 

The difficulty with using cow’s 
milk in any form is the matter of 
preservation. There is an entire line 
of nationally known cosmetic prod- 
ucts which, presumably, is made 
with substantial amounts of milk. 
There appears to be no limitation 
on the amount used in these prod- 
ucts, if preserved, and the cosmetic 
is properly formulated. 


730. INSECT REPELLANTS 


Q: In the “Technical Abstract 
Section” of the American Perfumer 
issue, October 1938, under the head- 
ing “Insect Repellants, W. Reh- 
dern,” Deutsche Parf. Zrg; 24, 265, 
1938, 1 shall thank you if you could 
give me further information as to 
where the said book on the formulas 
could be had and the price. 

N.1.,—B.W.I. 

A: The reference to the article 
entitled ‘Insect Repellants, W. Reh- 
dern,’ is incorrectly given. The cor- 
rect reference is—Deutsche Parf. 
Ztg., 24, 265, 1938, a trade journal. 

We are quite sure you can get a 
photostatic copy of the article in the 


trade journal from the public li- 
brary in your city. This journal is 
no longer being published to my 
knowledge, but was originally pub- 
lished in Austria. 

If you are unable to get satisfac- 
tion from your own public library, 
we are certain that you can get 
a photoprint from the Bibliofilm 
Service, U.S. Department of Agri- 
culture Library, Washington 25, 
D.C. The charge will be approxi- 
mately 75¢ in American funds for 
each five pages of the article, or less. 


731. COLD PERMANENT WAVE 


Q: Could you suggest ways and 
means and material to make a cold 
permanent wave in dry form (pow- 
der or crystal) which the custome) 
could dissolve in water and apply 
on the hair to curl it? 

L.D.—CAuF. 


A: I doubt if you realize the sig- 
nificance of what you are asking for. 
You must be aware of the fact that 
every large home wave kit and pro- 
fessional cold wave supplier has 
been trying to do exactly what you 
ask for and, so far, no one has suc- 
ceeded in doing so. The so-called 
Curl Capsules are intended to do 
this but, actually, are little better, if 
at all, than plain water. 


732. CREAM SACHET 

Q: Weare particularly interested 
in Cream Sachet and are just won- 
dering if you have had any experi- 
ence with such a formula. We would 
appreciate hearing from you and are 
enclosing a self-addressed stamped 
envelope for your convenience. 

E.S.—MAINE 

A: For cream sachet, there are no 
limitations on you for formulation. 
If you take a vanishing cream for- 
mula made with acid-stable glyceryl 
monostearate, to the amount of 15 
per cent; 3 per cent spermaceti; 
about 5 per cent of propylene gly- 
col; as much perfume compound as 
desired; 3 per cent of isopropyl 
palmitate; and the balance water, 
it will give you a good starting point 
for your experiments. Other cream 
sachets are made from absorption 
bases 50 per cent, balance water and 
perfume. 
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You can't sell people common scents. Today's best- 
sellers are today’s best-smellers. 


Let Norda help you get more new customers and 
keep all your customers happy. It’s easy. Norda 
makes selling scents. Norda can supply you with the 
makings of real money-makers. 


Norda would like.to work with you. We want to 


T 
Nord CZ ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 
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help you sell more today, and plan products to sell 
well tomorrow. What's puzzling you? Maybe it 
might not puzzle our men, with their years of expe- 
rience in solving tough problems. Norda makes 
good scents .. . so write, wire, or call us . . . soon! 


@ Get yours today . . . free samples of Norda odors, 
essences, fragrances . . . and latest price list. 


601 West 26th Street, New York 1, N. Y. 
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Compounding Lipsticks and Rouges 


Tetrahydrofurfuryl acetate dissolves over 28 per cent eosin . . . It is mis- 


cible with most fats and oils . . . Can be used with most lakes and dye- 


stuffs . 


DR. E. S. 


nn L acetate is now avail- 
able as a result of the recent introduction of commer- 
cial quantities of the tetrahydrofurfury! alcohol, a sol- 
vent of great possibilities produced by the high pressure 
hydrogenation of furfural and, before further descrip- 
tion of the acetate, one or two brief details regarding the 
alcohol may not be out of place: 


CH, 


CH, lies 
\ sf 


Tetrahydrofurfuryl alcohol 


The alcohol is a very stable compound, remaining col- 
orless indefinitely. It is not sensitive to mineral acids as 
is furfuryl alcohol, and is thus easily esterified. 

Its properties are set out below:— 


Ghembesd TOPE 2 icc cce ccc cceves C,H;O.CH.OH. 

Matocwlar Welght .cccccccccunescess 102.13 

BR BOD vccvvcwrescesesccounnse 177-78 deg. C. (743) m.m. 
GUE GHD oc ciccesceceseccccene 1.0495 @ 20 deg. C. 
Refractive index a 1.4505 

Flash point (open cup) .............. 75 deg. C. 

Surface tension (Dyne/em) ........... 36.5 


Viecsalty © 25 dom. Ge ce cccsccves 5.49 ¢ps 

It is completely soluble in water, giving a medium in 
which reactions may be accomplished with water-soluble 
materials at temperatures not otherwise practical. 
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Prevents crumbling and eliminates bleeding and sweating out 


LOWER 


Phe product is a powerful solvent, capable of being 
used as a main solvent which can subsequently tolerate 
large amounts of diluents. 

The alcohol has already been advocated as a solvent 
for special work, for the manufacture of esters also usable 
as solvents (and plasticizers) and as a vehicle for perfumes 
and flavorings. Other outlets include its use as a con- 
stituent of wetting, washing and cleansing agents (for 
textiles). Several of its ethers have anaesthetic properties. 

‘The main purpose of this article is to describe a new 
use for the acetate of tetrahydrofurfuryl alcohol, namely 
that of acting as a powerful solvent for eosin and similar 
dyestuffs used in cosmetics and, particularly, lipstick. 

There is, however, a direct connection between the 
alcohol and the acetate in this respect. 

It has already been shown that furfuryl alcohol dis- 
solves 3 per cent of eosin, (tetra-bromofluorescein or 
‘bromo-acid’), but, far more important, that tetrahydro- 
furfuryl alcohol dissolves 22 per cent, a quantity far in 
excess of that dissolved by any other solvent prior to the 
introduction of the acetate. 

However, the acetate dissolves over 28 per cent eosin. 

Numerous esters of alcohol tetrahydrofurfuryl have 
been prepared by various scientific workers and commer- 
cial producers. 

Yields appear to be uniformly good, except so far as 
the ester of furoic acid is concerned. 

Many esters are reported to be colorless liquids, with 
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faint odors characteristic of the acids used. The benzoate 
and furoate are odorless products. They are also found 
to be stable against oxidation and polymerization. With 
the exception of the acetate, which is miscible in all pro- 
portions, these esters are largely insoluble in water, but 
can be mixed with alcohol, ether and chloroform. 

Some properties of a few of the esters of the alcohol are 
as follows:— 


20 
Material B.P. °C. @ mm dDO M.P. °C. State 
Acetate 194-195 @ 753 1.061 = Colorless liquid 
84-86 @14 
91-92 @ 16 
Adipate 200-207 @ 1.5 =e 5-15 Yellow liquid 
Butyrate 225-227 @ 759 1.012 — -—— 
102-104 @ 4 
Benzoate 300-302 @ 750 1.137 —_ Colorless liquid 
138-140 @ 2 
143-145 @ 3 
Furoate 136-138 @ 3 1.194 os Colorless liquid 
Oleate 200-285 @ 16 a —_ Yellow oil 
Palmitate 195-198 @ 1.5 mS oO Colorless liquid 
Propionate 100-102 @ 18 1.044 os Colorless liquid 
204-207 @ 756 
85-87 @ 3 
Salicylate 131-133 @ 2 — a — 
Valerate 238-240 @ 756 0.999 — Colorless liquid 


Some of these esters have plasticizing properties which 
are being investigated for uses in fields outside cosmetics, 
e.g., the oleate has been utilized in plasticizing cellulose 
derivatives. 

The discovery that tetrahydrofurfury] acetate has pow- 
erful solvent properties for hydrogenated fluoresceins im- 
mediately led to investigation into its use for this pur- 
pose in lipstick formulation, the results of which have 
now been covered by patent applications in Britain, 
Canada, the U.S.A., and Czechoslovakia. 

The product is miscible with most oils and fats and 
waxes used in cosmetic formulations. 

It can be employed in conjunction with the usual 
lakes, toners, oil-soluble dyestuffs and many inert pig- 
ments. 

While it is of particular interest when lipsticks are be- 
ing formulated, this is true to a larger degree also in 
the production of cream rouges and perfumery manu- 
facture. 

The solvent imparts excellent staining properties and 
is reported to reduce risk of eosin dermatitis attributed 
to the action of undissolved eosin on the lips. 

It also aids in the preparation of well plasticized malle- 
able lipsticks because of its natural plasticizing proper- 
ties, giving greater durability and eliminating “crum- 
bling.” 

Bleeding or sweating out of the lipstick does not occur, 
and its high boiling point indicates that no lipstick stor- 
age troubles through its evaporation are to be expected. 

Amongst many other aspects of lipstick manufacture 
and formulation, is the important point of keeping its 
melting point as high as possible but compatible with 
efficient spreading properties, and also its adherency, 
both important contributions to the aim of placing a 
thin grease-pigment film on the lips and staining them. 

Castor oil had long been an important vehicle for dis- 
persing dyestuffs, having the highest solvent power of 
the common oils and fats. 

Even its eosin-dissolving power (ten times that of any 
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other oil or fat so far tested) has always been recognized 
to be of a very low order, not rising much above 2 per 
cent. 

The eosin-dissolving capabilities possessed by other 
chemical products are illustrated below: 


Bromo-acid in 
Solvent solution at 20 deg. C. 


Polyethylene glycol ‘4000’ ca. 12 per cent 


Polyethylene glycol ‘1500’ 10 per cent 
Polyethylene glycol ‘400’ 10 per cent 
Hexa-ethylene glycol 9 per cent 
Phenyl ethyl alcohol 8 per cent 
Diacetone alcohol 6.5 per cent 
Benzyl alcohol 6 per cent 
Tetraethylene glycol 5.7 per cent 
Hydroxycitronella 4-5 per cent 
Citral 4-5 per cent 
Triethylene glycol 4 per cent 
Acetone 3.5-4 per cent 
Diphenyl ketone 3.5-4 per cent 
Diethylene glycol 2.5 per cent 
Terpeneol 1.9 per cent 
Ethylene ricinoleate 1.9 per cent 
Cyclohexanone 1.6 per cent 
Ethyl ricinoleate acetate 1.4 per cent 
Oly! alcohol 1.0 per cent 
Ethylene glycol 1.0 per cent 


Lauryl alcohol 
Myristyl alcohol 


0.75 per cent 
0.57 per cent 


Stearyl alcohol 0.5 per cent 
Glycol oleate acetate 0.4 per cent 
Cocoa butter 0.35 per cent 
Lauric acid 0.3 per cent 
Myristic acid 0.3 per cent 
Cetyl acetate 0.3 per cent 
Castor oil 0.2-1.7 per cent 
Ethy! stearate 0.2 per cent 
Glycol oleate 0.1 per cent 
Ethyl! oleate 0.3 per cent 


Castor oil and other solvents can be replaced entirely 
or partly by tetrahydrofurfuryl acetate. 

A much used method of lipstick manufacture is that in 
which the eosin is first dispersed in the castor oil, this dis- 
persion being quickly mixed into the rest of the lipstick 
base with any other lakes, etc. 

Such a procedure needs freshly prepared dyestufl dis- 
persions in contrast to the fact that in utilizing tetra- 
hydrofurfuryl acetate stock solutions are possible. In use 
the solution is simply heated together with the other 
materials to 70 deg. C., the necessity of continual mix- 
ing being also eliminated, thus simplifying manufactur- 
ing processes. 

The following is illustrative of the procedure found 
suitable for preparing satisfactory lipsticks containing 
this acetate: — 

2 parts by weight 4.5-di-bromo-3.6-fluorandiol 

10 parts by weight Tetrahydrofurfuryl acetate 
-are warmed to 70 deg. C., and this solution is added 
£0: 

40 parts by weight beeswax 

20 parts by weight castor oil 

20 parts by weight cocoa butter 
5 parts by weight lanolin 

0.1 parts by weight anti-oxidant 


—previously heated to 70 deg. C., when a clear solution 
results. 

Suitable amounts of inert pigments, or lakes may be 
added with continual agitation and cooling. The mass 
should then be passed over a roller mill or preferably 
through a colloid mill at a clearance of three thousand. 

After this the lipstick mass is re-melted to approxi- 
mately 65 deg. C., and poured into chilled moulds. 
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Other formulae which can be prepared in an identical 
manner, are given in the table which follows. 

Lipsticks which attain color only when actually ap- 
plied to the lips—(the so-called colorless lipstick)—can be 
prepared from any of the formulae given by modifica- 
tions eliminating the lakes and increasing the halo- 
genated fluorescein—tetrahydrofurfuryl acetate content. 


1 2 3 4 5 6 

Absorption base 

(Viscous) 28 — 26.5 10) (22.5 12 p. by w. 
Ceresin 25 25 19 — -- — 
Liquid paraffin 5 6 7 23 — 15 
Carnauba wax 5 3 5 — os a 
Beeswax 15 15 9.5 20 22 20 
Bromo-acid 2 2 3 2 2 2 
Lake 9.5 oS — 8 19 S 
Perfume & preserva- 

tive q.s. q.s. q.s q-s. CG q-s 
White petroleum 

jelly _— 24 _ 5 13 _ 
Lanolin _ 5 —_ 10 10 
Tetrahydrofurfuryl 

acetate 10 10 25 10 «#+10.5 10 
Spermaceti — -- 3 a ae — 
Dibromofluorescein — _— 2 — —_ — 
Stearic acid — a = 10 — a 
Ozokerite — a — 10 — 6 
Cocoa butter — = — — 7 — 
Cety! alcohol — — == — 3 2 
paraffin wax aa a — a= 9 oo 
Hyd. castor oil — — — — —_ 10 
Castor oil —— — me —- —- 5 


The third tormula given is a direct illustration of this 
cosmetic line. 


CREAM ROUGE 


The cosmetics normally consist of simple oil, lat and 
wax mixture suitably tinted with pigments and pet 
fumed. 

Basically similar to low melting-point lipsticks, they 
can be produced from the six lipstick formulae given by 
decreasing the wax content until paste-like masses result. 

The lake-content should also be restricted enabling the 
rouges to be applied easily, leaving a fine thin film. 

The importance of having dyestuffs in efficient solvents 
is particularly desirable in this product and tetrahydro- 
furfuryl acetate is especially valuable in this respect. 

An example of cream rouge formulation utilizing the 
acetate is:— 


Cetyl alcohol 3 p. by w. 
Cocoa butter 3 p. by w. 
White beeswax 3 p. by w. 
Spermaceti 5 p. by w. 
Lake 3 p. by w. 
Eosin 2 p. by w. 
Petroleum jelly 50 p. by w. 
Absorption base (Viscous) 20 p. by w. 
Tetrahydrofurfury! acetate 10 p. by w. 
Perfume & preservative q.s. 


The manufacturing routine is the same as for the lip- 
sticks. The preparation must be passed through a colloid 
mill. 

This solvent, when used in quantities of the order of 
2-10 per cent in toilet waters and alcoholic perfumes, aids 
in producing true solutions and has even been found to 
enhance the fragrance of the perfumes, and to give added 
‘staying-power.’ 
~ S.P.C. 1944. 924. 


Quaker Oats Co. Bulletin No. 201. (Chicago 1946.) 
J.A.C.S. 1928 
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American Magazine Shows Trends in 
Cosmetic Use 


While showing a slight drop in the use of facial creams 
and rouge, The American Magazine learned in a nation- 
wide study last April of its 2,480,000 reading families 
that more women in this middle-income group today use 
other cosmetics than did in 1940. 

Ihe poll of a cross-section of the women 18 years or 
older among these reading families whose average me- 
dian income is $3,850 also revealed that the use of such 
things as lipstick, perfume, nail polish, and deodorants 
tends to decrease as the individual becomes older while 
the reverse is true in respect to facial cream. 

Here’s how the grooming habits of women have 
changed during the past eight years, as reflected by the 
percentage using: 

1940 1948 
per cent per cent 


Cleansing tissues 7719 91.6 
Deodorants and anti-perspirants 67.7 86.2 
Skin-hand lotions 84.0 87.8 
Perfumes 62.5 74.6 
Lipstick 69.1 84.4 
Facial cream 80.0 75.2 
Rouge 72.5 66.5 





Variety Stores Show Gain 


January sales for chain Variety stores are estimated 
as down 1.0 per cent compared with January a year ago 
by the business magazine, Variety Merchandiser. De 
cember sales, it was estimated, would be up 1.6 over 1947 
sales for the corresponding month. 

As measured by Variely Merchandiser’s seasonally ad- 
justed Sales Index, volume for the month was 226.8 of 
the 1935-39 average, or very slightly less than the Septem- 
ber volume of 227.1. 

Total October sales of thirteen leading Variety chains 
amounted to $170,590,208. This represented a gain of 
8.5 per cent over the similar month of 1947. For these 
same chains, the ten month total was $1,438,537,041 for 
a year-to-year improvement of 7.7 per cent. 

Detailed October 5 cent-10 cent to $1.00 Variety Chain 


sales follows: 


1948 per cent change 
from 1947 

F. W. Woolworth $53,429,162 i 23 
S. S. Kresge 24,885,247 1 6.3 
W. T. Grant 22,155,120 {+ 8.5 
S. H. Kress 14,045,412 1 11.3 
G. C. Murphy 12,475,371 + 18.9 
J. J. Newberry 11,613,694 | 16.0 
H. L. Green 9,072,435 1. 15.1] 
McCrory Stores 7,918,617 + 6.7 
Neisner Bros. 5,270,641 + 20.5 
McLellan 4,672,861 - 33.7 
Scott-Burr Stores 2,576,486 + 13.0 
Rose’s Stores 1,599,222 1 14.7 
M. H. Fishman 875,940 1 20.9 
Total 13 chains operating —__ a 
5,150 stores. $170,590,208 + 8.5 
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AIM AT LARGE UNITS FOR 


Sound advertising and the know-how of sales people are the basis for creating sales and maintaining good 


public, and producing repeat sales. Increased beauty shop service costs make featuring a “hair care” 


OSMETIC manulacturers have overlooked style as 
cs the most important factor which creates a desire to 
buy. Sensational advertising and exaggerated claims are 
discounted by the women. ‘Too often these will back-fire. 
Sound advertising, the know-how of sales’ people are the 
basis for creating sales and maintaining good will on the 
part of the public, and produce repeat sales. 

Last year, The Wieboldt Stores, Inc., enjoyed its best 
year in the sale of perfumes and colognes. This was due 
to elimination of the dram method of selling and to con- 
centration on bottled merchandise of excellent name 
brands. In the higher priced lines, we offered one ounce 
bottles, in the moderate priced brackets, two or three 
ounce bottles were active sellers. Colognes sell through- 
out the year and are as active in cold weather as in Sum- 
mer. Friction lotions are still in need of promotion and 
consumer education before they will be accepted rather 
than a cologne. 

Dram shops have a place in many stores. Our experi- 
ence has proved costly in loss of fragrance, spillage and 
pilferage, which will happen when goods of this type are 
not packaged and sealed. 

Our trade likes Faberge, Ciro, Caron, Evyan, Le Long 
and D’Orsay and when a new fragrance from these houses 
comes in it is featured as a style item. This program is in 
contrast to many stores which favor the sensational type. 
Such a plan does not fit into the Wieboldt tradition 
which is based on truth in advertising and quality mer- 
chandise. Every buyer follows this theme. Proof of this 
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policy is shown in the better than $60,000,000 done in the 
stores last year. 

The location of our stores, in good neighborhoods, 
has produced a type of selling which is in contrast to the 
average store. We sell few small jars in treatment lines. 
Our customers are women who are thrift minded. If 
they can purchase one to one-half times more content for 
a $1 or $1.50 additional, the larger jar is accepted be- 
cause of the saving. This is one reason why the depart- 
ment shows good sales. The tax is paid just once and 
often the difference in the tax is enough to swing the sale 
from the small to the large jar. 

We think that the tax on cosmetics, especially on such 
necessary items as baby oil and powder is most unjust 
and directly affects sales. Its removal would increase sales 
that would exceed any planned figures we would dare to 
make today. When we purchase merchandise, quality is 
considered before price. In our store we have to consider 
the quality if the customer is to come back, and she 
does. 

That proves the Wieboldt tradition is both sound 
and productive of steadily increasing sales. 

We have completed a survey of our sales in hair needs 
and due to the increasing demand for these products we 
are opening a “Hair Care” section in the department. 
Here will be assembled all types of permanents, sham- 
poos, rinses, salves, oils, etc., as well as dryers. Women 
tell us that increased beauty shop service costs are forcing 
them to do their own hair, for the higher price is not 
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SALES VOLUME 


will on the part of the 


section a logical step. 


commensurate with the work done nor are improved 
products used. We believe this department will make 
shopping easier lor our clientele. 

Customers are not doing any speculative buying of 
unknown merchandise. When we place an item on the 
counter it has stood the test which Wieboldt’s demands 
of all merchandise and we can assure the customer ol 
quality. When we introduce a new cosmetic we use the 
mailing pieces prepared by the manufacturer. ‘These 
tell a good story and give a woman an idea of the product 
and is, we believe, an advantage, for it gives the name ol 
the product, the maker and Wieboldt’s all together. 

During the holidays we sell a substantial amount ol 
higher priced perfumes in the $10 and $15 an ounce 
bracket and have a good business throughout the year. 
In some sections in which our stores are located, birth 
days and anniversaries have as much importance as 
Christmas, and major sales of the better perfumes are 
made, 

We believe that manulacturers will lose business by 
reducing their trade discount. Houses that offer us 40 
and 5 per cent will be the ones we do business with be 
cause we cannot increase our cost of cosmetics to the 
customer. The prices are already high, and with the tax 
added, will make the sales of cosmetics continue on the 
same basis on which they sell now—necessity buying only. 
We know that if the present trade discount of 40 is main- 
tained, and the excise tax removed, that cosmetic sales 
will zoom to new highs in both unit and dollar sales. 
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Fllis Crowley 


Ellis Crowley, of The Wieboldt Stores, Inc., en 
tered the cosmetic buying field one year ago. Afte 
13 years in the store, both selling and buying, he ts 
well equipped to handle present day problems. The 
pre-war and war-time selling are not of timely com 
parison, he only knows 1948 and has definite ideas 
regarding the presentation of cosmetics to the pub 
lic 

He has made extensive trips to manufacturers to 
learn how the products he buys ave made, and then 
conveys this information to his staff. He believes 
in close co operation and holds regula) meelings 
with the section managers of the firm’s six stores. 
His major idea is to have the sales people expertly 
informed on the products sold. 

Mr. Crowley is proud of the department he heads. 
He favors line girls but insists that a better training 
job must be done to increase sales. He urges con 
sumers to write their Congressmen about repeat of 
the excise tax for he considers cosmetics a necessity, 
nota luxury. He maintains that if club women got 
behind this plan for repeal it would be done. They 
pay the tax and should demand its repeal. 

The Wieboldt Stores, Inc., is an unique organiza 
tion in itself. It pioneered in the de-centralization 
of Chicago’s loop buying and has found this move 
to be extraordinarily successful. 


February, 1949 125 

















CHICAGO & 
MIDWEST 





Half Price Sales 
Cause Volume Loss 


7OMEN are fed up on the idea of a gilt cosmetic 

package,” said the buyer of one of Chicago’s most 
exclusive department stores. “We have had women re- 
fuse packages because they did not want to pay for the 
‘gift’ wrapping when it was contents they were buying. 
We believe that the time has come for the maker to stop 
offering them to the retail stores.” 

\ tip such as this is always good for many comments, 
but in contrast to the usual disagreements which might 
have been expected, buyers, especially women, agreed 
that the “chiffing” of packages has been so overdone that 
a smart woman will not accept them to give as presents. 
“A woman can, for a few cents extra, have a package 
wrapped to her own order as to color and paper,” was 
the general comment among a group in one store. 

With the turn of the New Year the demand of the con- 
sumer had swung into new channels. Price has an appeal, 
as always, but—unless the contents have quality the price 
does not complete the sale. 


WHERE HAS THE COSMETIC BUSINESS GONE? 


“Where has the cosmetic business gone,” is a question 
that old timers in the business are asking. They also an- 
swer it: Powers of Minneapolis used a page to feature 
eight leading brands of steady sellers at half price or 20 
per cent below the regular price which immediately ab- 
sorbed the tax. 

A few miles away the Golden Rule of St. Paul offered 
nine items at lower than usual prices and did so for the 
entire month. These half price sales produced a good 
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tores Spurred to Initiate Own 








Vews gathered in nine cities by personal 


volume of business, but that volume will be lost to the 
departments for the next six to eight months. Hand lo- 
tions sold in half dozen bottles; treatment creams of 
quality lines at half price sold in half dozen jars with the 
smaller size preferred as unopened it remained fresh 
longer; soaps escaped the half price bracket by a mere 
25 cents. 

Among the drug stores across the Middle West the 
half-price items were listed one after another with name 
and price and the remainder of the announcement given 
over to a picture of a glamour girl. These half-price sales 
were across the country and as one buyer phrased it, 
“either we take the amount of merchandise placed aside 
for us, or we get no service from that company for the 
remainder of the year. After the sale we always have 
quantities left but there are no returns and so our in- 
ventory piles up.” 


SD 
Substituting store personnel for demonstrators 

brings good results. 
Women want cosmetics in lightweight containers. 
Spill-proof containers find ready acceptance. 
Home care preparations are booming. 
Shoppers buy sparingly to meet immediate needs. 
Added uses for established items increases turn- 

over—keeps down inventory. 





Style stores are not interested in the half-price events. 
An immediate post-holiday sale of soiled labels is ac- 
cepted as a great bargain by any woman. But these same 
stores do not feature in advertising any of the price 
events that open the new year. Hudson’s of Detroit stress 
the importance of a smooth skin and one which has 
beauty through thorough cleansing. 

The same motif has been taken as a cue for similar spe- 
cials by Chas. A. Stevens & Co., Chicago, for all the sale 
brands are to be had but there are no signs, no promo- 
tions and no advertising of specials. “When a woman 
comes in and asks for any of these brands we quote the 
sale price, but never do we feature it,” said Miss Pierson. 
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Sales Methods — Other News 


correspondents appears here in six pages. 


L. A. Chapman Co., Milwaukee, confounded the trade 
in that city by style advertising when all other stores were 
stressing the half price events. The style theme was cai 
ried out and added to it was a miniature of a new nail 
polish for a small added sum when a bottle of lotion was 
purchased, ‘The results were good. 

Many stores placed a limit on these sales for the open 
ing days of the year. In Duluth this practice was followed 
by the smart stores, as it was in Indianapolis, Kansas City 
and St. Louis. Mandel Brothers, Chicago, features pro- 
motions and is outstanding in the successful work done 
on this type of seiling. 


INVENTORIES ARE OVER 

Manufacturers may have complained about the small 
orders which retailers placed the last quarter of 1948, 
but there will be new business for them in the first quar- 





Fancy soaps, sans tax, sell well. 

Buffalo and Baltimore report credits on cosmetic 
returns siphoned into other departments. 

Staples now seem to be replacing novelties on 
counters. 

Dallas and Atlanta report increased holiday 
sales. 

Imported perfumes out sell domestic brands. 


ter of 1949 because inventories as a whole are lower than 
was expected when holiday business began. In treatment 
lines the larger jars have not moved too well. Women 
prefer the smaller sizes due in part to the added tax when 
the large size is purchased, irrespective of the larger 
amount offered and at proportionately lower price. 

“The Valentine day business is a one-day sale,” said a 
buyer in St. Louis. “Much of it is teen-age business and 
only a small portion is sold in colognes and perfumes. It 
used to be a time when we suggested these fragrances fon 
a man to give his sweetheart, and while sales are 
made the volume is not sufficiently important to warrant 
any extensive presentation.”” Other buyers agreed with 
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this and in Kansas City and Chicago such sales were in 
colognes which were priced from $1 to $5 and in dram 
perfumes. 

Lipsticks, still a major item of sale, will offer more yel- 
low for Spring and the early offerings are having spot ac- 
ceptance. The new squeeze bottle of a hair spray lotion is 
destined to be active for a time, and the curl capsule 
holds on but its future is uncertain as to its staying power 
in the top selling brackets. Predictions by many buyers 
is that the squeeze plastic bottles will grow more impor- 
tant in the sale of all liquid cosmetics because (1) they 
do not spill, (2) do not break when dropped and (3) are 
light in weight for travel and are (4) ideal for keeping in 
a desk drawer. 

There is much talk throughout this area on demon- 
strators vs. free lance salespeople. Stores that have made 
the changeover are delighted with the results—more 
sales and fewer salespeople with everyone making more 
money. The trend toward this change is on and when it 
does come may make some difference in the half price 


sales. 


COMPARISON SELLING 


Department store buyers have often complained that 
the chain drug stores remaining open until eleven each 
night took much of their business. ‘The assistant buyer in 
one of these larger chains, who has been in department 
stores, has been trying out her idea that a drug store does 
not compete with the department store. 

“We sell one item here. A woman knows what she 
wants and that’s that. In.a department store any girl who 
makes a book must sell more than one lipstick, for she 
can show the new products, such as nail polish, hand lo- 
tion, a new astringent, a new cream or a new jar for a 
well known cream. She must sell or she is demoted. This 
is not so in the drug stores. One item is all right. Two are 
better. Since I came behind the counter to test the public 
reaction to my idea I've found that the average customer 
who purchases in a drug store has a closed mind to any 
item except the one she buys.” 

This buyer made a shrewd observation: “Any time the 
makers of perfumes and colognes decide to offer half- 
price sales the cosmetic business will be forced into the 5 
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and 10 stores for no one will show a profit. The only rea- 
son we can show a small profit in the first quarter is be- 
cause of the sale of colognes and perfumes at regulan 
prices.” —Jean Mowat 
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Stores Are Watching 


Demonstrator Development 


ING Rex, the ruler of New Orleans’ historic Mardi 

Gras, was distributing advance largesse to his subjects 
in the cosmetic business here during the otherwise slow 
months of January and February. Cosmetic buyers here 
have an advantage in this respect which other cities can- 
not duplicate. From Twelfth Night (January 6) to Mardi 
Gras (this year, March 1) this city goes through an orgy 
of pre-Carnival entertainment which includes upwards 
of 40 large and lavish balls, one or more every night after 
February 1. 

According to century-old custom, the women invited to 
dance at these balls always receive a small gift from each 
masked dancer who calls them out on to the dance floor. 
These gifts, which vary in value depending on the wealth 
and generosity of the man presenting them, are called 
“call-out favors.” During the long Carnival season, 
thousands of such gifts are distributed here, and all stores 
make a practice of stocking special items suitable for this 
purpose. Generally speaking, the item should cost from 
$1 to $5 and should be small enough so that a man can 
carry ten to twenty of them in a silk bag which is part of 
his costume at each ball. 


COSMETICS ARE ‘CALL-OUT FAVORS’ 


Originally ‘call-out favors’ were jewelry, but in recent 
years cosmetic items have crept into the picture. An enter- 
prising manufacturer could do wonders with a special 
Mardi Gras promotion here. 

Aside from Carnival spending, stores are feeling the 
usual spurt of sales from annual January ‘events’. One 
buyer predicts that this January’s volume will exceed last 
year. Customers are showing more interest in manufac- 
turers’ specials than ever before. This is probably be- 
cause of the general tightening of purse-strings which 
makes people bargain conscious. Dorothy Gray, Elmo, 
Gould, Denney and Rubinstein have all reaped a tre- 
mendous harvest from their half-price sales. However, al- 
though buyers submit to the trend foisted on them by 
manufacturers, they are not really enthusiastic about 
these sales, which create an illusory effect of boom. What 
really happens, from the overall store point of view, is 
that January sales are concentrated in a few lines, and 
other items suffer. Buyers would just as soon take their 
chances on normal supply and demand. 

In the current market “we must continually pound to 
keep up sales,” another buyer comments. ‘Fashion tie- 
ins are our best bet.’” New color promotions slated for 
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early spring are anticipated with optimism. In the actual 
over-counter business, incidentally, the blue and red 
tones are on the wane, and a preference for clear true reds 
developing. 

One ol the best promotions of the season here is under 
way at Maison Blanche, a repeat idea from last year when 
its merits were proved. This is the ‘gift flacon’ which MB 
is presenting to every purchaser of bulk perfume, regard- 
less of the brand. 

There seems to be a growing feeling among merchants 
that stores may have to protect themselves against the 
excessive competitiveness of manufacturers, which does 
not always rebound to the best advantage of the store. 
Their reaction to manufacturers’ sales is one indication; 
another is the growing interest in a new type of sales or- 
ganization. Big stores here are interested in the trend 
elsewhere toward streamlining the cosmetic departments 
by eliminating special demonstrators. 

“We are watching this development closely,” said one 
buyer. “And we are about ready to take the matter up 
with the manufacturers.” 

Another objection to the manutacturers’ representa- 
tive is that this system provides the department with 
more sales clerks than are actually necessary for the vol- 
ume of business, and thereby gives the department a 
sluggish, inactive appearance, with many clerks just 
standing around looking off into space. Since the cos- 
metic department is usually on a main aisle downstairs, 
it gives a very bad effect for the whole store. — Glendy 
Culligan 


CINCINNATI 





Fancy Soaps, Tax Free, 
Sell Well 


\NUARY in this town this year was the month of hang- 
J overs—in merchandise and headaches. But inventories 
were showing that cosmetics buyers weren't as badly off 
as they'd feared when Christmas sales lagged late into 
December. The expected last-minute rush materialized 
for some, and without it they'd not have broken even for 
the month. 

Substantially larger sales than were expected were 
rung up on the cash register at the McAlpin Co., and even 
higher priced merchandise went fast from the Monday 
preceding Christmas. Higher priced perfumes (Tabu, 
Lentheric, Rubinstein, and Guerlain) walked out from 
Tuesday on. Fancy soaps, featured because of their lack 
of tax, went well. The J. C. Penney Co.’s cosmetics depart- 
ment considered itself “very fortunate” in its first Christ- 
mas in Cincinnati (a lot of buyers, the Penney buyer shop- 
talked, were caught with many gilt packages left). Eve- 
ning in Paris sets in the $5 price vicinity were Penney’s 
biggest hit, with Dorothy Perkins next, Richard Hud- 
nut’s kit next, and Naylon’s nail polish and manicuring 
implements also high on the list. 
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The Evening in Paris sets (also at $5) did very well fon 
the Dow Drug chain, and individual items (toilet waters, 
dusting powders, sachet kittens, filigree atomizer) did 
very well. “Intoxication” was probably the top seller here 
(the $3 pursette, too). This buyer issued a call for all low- 
price gadgets and sold pretty nearly every one she could 
get her hands on. Her men’s sets were consistent sellers. 

Shillito had “‘a little too much in some lines,” but “the 
last week saved us” the buyer sighed. Final figures topped 
last year’s, and the week between Christmas and New 
Year's was unprecedently good, with half-price sales o1 
specials in ‘Tussy (this is a consistent hit all through town 
year alter year), Rubinstein, Bonne Belle, and Barbara 
Gould. A floor demonstration of the Robert Curley haii 
doo-dad, having moved from Pogue's, was continuing to 
draw a constant crowd. Rollman’s “broke even” with 
sales highest in Coty, Revlon, Faberge and Tabu (co 
lognes). The pretty packages did it, the buyer said. The 
last couple of days before Christmas brought sales of ex 
pensive perfumes. 

Sales on creams were slow but single items (especially 
toilet waters) were tops at Alms and Doepke, where a 
“good job” was done on fitted cosmetic bags at $2.95. 
Reorders were necessary on these. Gadgets such as Rubin- 
stein’s Santa and snow man went fast as both packaging 
and price were attractive. Individual perfumes and co- 
lognes did best at the Fair Store in price ranges up to $5. 
Minit-Curl was selling fast from two newspaper ads, and 
more were planned. 

Perfumes did very well, even above $5, at Pogue, and 
novelties and gadgets did likewise. Name brands were 
favored, and Chanel was extremely good. Mabley’s practi- 
cally sold out, with expensive things crossing the counte) 
from November to December 24. The bulk of sales was 
in the $3 to $5 bracket, however. 

Plans for promotions other than the half-price treat- 
ment lines were nil in January, with the exception of a 
new product marketed January 16 by Shillito. It was a 





January sales on fancy soaps have brought good results. This item, 


being tax free, has a special appeal to discriminating shoppers 
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lotion to be sprayed from a plastic bottle on hair already 
set; it holds the wave like a non-stiff wave set. Called 
Spray-O-Wave, it was hot. A few Valentine promotions 
were scheduled, but nothing extensive, because of the 


short selling period. — Mary Linn White 





BALTIMORE 








Anything Under a Dollar, 
Tax Free, Sells Well 


‘| HE holiday headache, with its disappointing sales re- 

sults is now ove . and by the same token the dis- 
appointment is still being written off the books. This 
time its the returns that are sending buyers to the aspirin 
bottles. And as if in the vein of an “I told you so” to the 
manufacturers, the items that are heaviest in cosmetic re- 
turns are the expensive packages. In Baltimore, it’s 
“Never again” on the lips of all the buyers. 

All of the credit slips and cash, unfortunately, is not 
going back into the department. Most of the buyers, with- 
out complete figures at hand, estimate that about 50 per 
cent of the return cash is being spent in the cosmetic de- 
partment, the rest elsewhere. 

But there is a brighter side to the Baltimore picture 

. the traditional January promotions are going “great 
guns’ to quote one of the buyers. In fact, three buyers 
ventured out on the limb before the month was half 
over, to say that they were much ahead of last year. 
“Manufacturers should continue their specials,” is the 
opinion of one buyer. “The public wants good merchan- 
dlise . . . and they want it at special prices.” 

sut there has been much promotion behind these pro- 
motions to set the scene for success. In addition to large 
newspaper <dlisplay advertisements, buyers are using other 
media to stimulate customer interest. One store devoted 
one of iis best display windows to an exhibit of various 
manufacturers’ specials. And capitalizing on the weather 
also promoted Tussy Wind and Weather Lotion to great 
advantage. 

Another gimmick that proved both popular and suc- 
cessful in the monumental city was the enclosing of cos- 
metic brochures in with the monthly statement. 

The four names with the greatest reported success in 
the January promotions are Rubinstein, Tussy, Gould 
and Dorothy Gray. The yearly expectancy created by the 
annual January sale has helped build up results of this 
year . . . The longer a manufacturer has an annual sale, 
the more successful the sale is. “It’s good return for the 
advertised dollar,” to quote one of the Baltimore buyers. 

Perfumes are very slow, as expected. After the gift sea- 
son most women are fairly well stocked for the next 
few months. “Easter should add stimulus to that mar- 
ket,” said one buyer. Another did not expect much in 
that field until “the season demands lighter scents.” 

Aside from the fact that hair items are still going quite 
well here, there is no other news from the Baltimore 
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scene. January could be called Baltimore’s successful sale 


month salve for a disappointing December. 


—Janet Lee Baugher 







LOS ANGELES 


Optimistic 


Feeling 


| bier condition of toilet goods inventories in Denver 

and Salt Lake City immediately after the first of the 
year was much better, generally speaking than in 1948. 
Holiday business, although late in starting, held at a 
good pace right up to the close of business Christmas Eve. 

But is held at a comparatively low sale unit figure. By 
far the bulk of sales were in the less than $5.00 classifica- 
tion. Buyers were ready for this drop, however, and their 
cautiousness in placing fall orders for high priced units 
was justified by the event. Consequently these were 
nothing like the January returns to manufacturers that 
shortened the lives of many sales managers last year. 


TAX ON TOILETRIES SADDLE SALES 


T. J. Maruca, for 20 years toiletries buyer for the 
May Co., Denver, feels that something can and should 
be done by manufacturers to insure a better break for 
the toiletries department before the 1919 holiday buying 
begins. “So long as the 20 per cent tax is in effect on 
toiletries,” says Mr. Maruca, “the toiletries department 
has two strikes on it, the effect of which is felt most force- 
fully at holiday shopping periods.” 

We suggested that that tax is in effect on jewelry and 
handbags, but Mr. Maruca was ready for us. 

“Sure it is,” hesaid, “but apparently the manufac- 
turers in those lines were ready and willing to do some- 
thing about it in the way of holiday specials and pro 
motions. And that attitude 
departments. 

We asked Mr. Maruca if he could mention a gadget 
or two that would illustrate his meaning, and he gave us 
specifically Harriet Hubbard Ayer’s bracelet, and the 
wallet presented by that company this fall. Possibly at 
one time we would have had some difficulty in identify- 
ing those items with the toiletries department,” said Mr. 
Maruca, “‘but this year they were definitely slanted for 


was observable in othe 


our section and we were grateful for the volume of busi- 
ness they brought in.” 

“We realize, of course,” he said, “that many manu- 
facturers this year were flooded by a carry over of inven- 
tory, but that should be sufficiently liquidated by now 
so that when ordering begins for the 1949 holiday buying 
period manufacturers generally will be ready to offer 
toiletries buyers merchandise and merchandising promo- 
tions that will enable them to compete on better terms 
with other departments of the store. If they don’t,” he 
added finally, “toiletries buyers are really going to be up 
against it in trying to meet their figures.” 
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Since the first of the year we have noted an unex- 
pected and welcome readiness of buyers to shave their 
accustomed 40 per cent markup if they feel that a pro- 
motion will, in point of trafic and volume, justify the 
sacrifice. The pressure is on from Mahogany Row up- 
stairs, and from their attitude on the part of buyers it is 
reasonable to deduce that some discussion of this point 
has crystallized into something reminiscent of old time 
merchandising. Mind you, we don’t for a moment sug- 
gest that this attitude is universal nor even general, but 
if a manufacturer feels that his promotion really has 
everything from a basis of wide customer appeal, price, 
and advertising, it just might turn out that he will find 
an acceptance of it even if he can’t price it to show the 
usual 40 per cent markup. 

The 50 off sales of certain items by treatment houses 
are receiving the usual good display and promotion as 
this is written, and buyers are looking eagerly for some- 
thing to continue the boost in sales figures that these 
promotions bring them. There is a general feeling of 
optimism, however. They are ready, inventories are 
down, and astute manufacturers will have nothing to 
complain about as 1949 rolls along.—~Don Cowling 


DALLAS 





Novelties Replaced 
on Counters 


TER an extremely successful Christmas season, cos- 

metic outlets in Dallas have, for the most part taken 
time out from any heavy promotions during the first part 
of January. 

Sales of perfumes and colognes have been brisker than 
expected for the first of the year. This is attributed to the 
fact that many persons waited until after Christmas to 
replenish their supply until they knew what they 
might receive as gifts. Purchases of colognes and perfumes 
were predominately in light odors, always the heavy 
sellers in the Dallas market. 

Stores, particularly the chain drugs, have pushed the 
sale of home hair dressing equipment. Purchases con- 
tinue high on home permanents with Toni still in the 
lead. Curl sets and drying caps have gone well. 

Several departments have had sales on fancy face soaps 
during early January with good results. 

It also is reported that sales of long lipsticks are drop- 
ping after the initial interest aroused by their introduc- 
tion. Women seem to find the short stick more convenient 
for purse carrying. Purchases of liquid lipstick with brush 
applicator continues to drop. 

Replacing novelty items on the counters are more regu- 
lar sellers such as deodorants, bath powders, powder base 
and light colognes is underway. 

Several stores report they are planning special pro- 
motions for late next month, but until then will jog along 
with regular sales catching an after-holiday breath before 
launching into Valentine’s Day.—Jean Shaffer 
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Develop New Uses 
For Established Products 


6 YADGETERIA” buying in cosmetic departments 
hit an interesting pace during the holiday season. 

lo keep up interest in customer buying the general opin- 
ion is that quality products at a price is what women now 
want. 

Some fresh ideas might do the trick, and here are some 
suggestions. 

“Why can't we get our favorite brands of creams, 
lotions, etc., in lightweight containers,” asked one 
woman, 


COSMETICS FOR TRAVEL 


This brings up the question too of non-spill, non-leak 
containers. 

Perfume, too, as well as toilet waters, would be better 
air traveling companions (as well as by other means of 
locomotion), if all had the protective tops now put in 
many of the purse size models. 

Another lady thought it would be dandy if specific 
instructions were given on how to be more economical in 
the use of cosmetics. She pointed out an idea gleamed 

This brings up the logical question, “Can't new uses 
be found for established products now on the market?” 

For instance, a woman who travels a great deal tells 
me she discovered a new use for Listerine on a recent trip. 
Caught without an adequate supply of astringent, she 
used some Listerine that was handy. Since she has an oily 
skin. she found the result highly satisfactory. 


Lenore Brundige 





ATLANTA 








Imported Perfumes 
Outsell Domestic Brands 


HILE most of Atlanta's small fry are dousing them 
selves in bubble bath and scrubbing vigorously (be- 
hind the ears, too) with shapely and intriguing bars of 
soap, cosmetic departments, especially buyers, are in 
dulging in a bit of hard-earned back-slapping. 
Atlanta, according to current financial reports, hap- 
pens to be one of the few cities that not only equaled but 
increased its Christmas sales by from 10 to 15 per cent. 
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But the manufacturers are not to be overlooked in the 
final analysis. According to Bill Wells, assistant to the 
buyer at Rich’s, Inc., they (the manufacturers) antici- 
pated early that the average sales this year would not ex- 
ceed $5, while most of them would fall under the $2 clas- 
sification, and packaged their items accordingly. Chanel, 
for instance, came out with a $6 perfume package, as op- 
posed to their none-lower-than-$10 heretofore. 

Novelty items, such as jeweled compacts and lipsticks, 
perfume bottles and atomizers went like the wind all 
during the shopping season. 

Imported brands of perfume far outsold domestic lines, 
to the astonishment of no one, as this has been the case 
since imported brands first came back. 

The fact that the first week of January has not shown 
the usual sharp after-Christmas decline, doesn’t exactly 
amaze the cosmetic people either. They're well aware 
that the half-price and two-for-one sales are entirely re- 
sponsible for this.—Maynita Gerry 





Exchanges Hurt 


Cosmetic Department 


_ general feeling in Buffalo is one of optimism for 
the business of late Winter and early Spring. 

However, a significant development in Christmas ex- 
changes, reported by two of the bigger and better down- 
town department stores, is the fact that much of the per- 
fume and other toilet goods given as Xmas gilts were ex- 
changed for “wearables,” such as slips, boudoir slippers, 
gloves and handbags. 

\t the moment, Denney’s 20 per cent sale is performing 
with its usual excellence to swell the volume of January 
sales. However, at J. N. Adams’ the trend toward lower 
priced merchandise made itself apparent to this extent: 
Last year, Denney’s 20 per cent sale sold a tremendous 
lot of the $8.50 size of eye cream — whereas during this 
month’s 20 per cent sale, it’s the $2.50 size. 

All the stores report that items for home care and 
beautification of the hair are boosting sales. 

At L. L. Berger’s, an increased rejection to reduced- 
price merchandise is noted. As the buyer explained it, 
if a woman doesn’t need a certain toiletries article right 
now — no amount of reduced price will make her buy it. 
In other words, women are buying only their necessities; 
they are not buying ahead. 

The buyer at Berger’s moaned about the sales lost 
through the excessive costs brought on by the luxury tax, 
and expressed the wish that an adjustment could be made 
whereby the tax would be present but invisible. In other 
words, accounted for —but nameless. All the other 
buyers feel the same way about it, being certain that the 
tax is retarding business deplorably, whereas an adjust- 
ment would boast sales to a remarkable degree. — Maggie 
Flemming 
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PRINCE MATCHABELLI: Prince Matcha- 
belli has introduced a new lipstick case called 
Crownstick. It is of the swivel type, shiny and 
golden, fitted with the Matchabelli crown. Re 
tail price 51.00 


DU BARRY: The DuBarry line has been new- 
ly packaged. Jars are a special shade of pink. 
Bottles are square with rounded corners. ‘The 
face powder box is still oval, but is now a soft 
pink with magenta scallops. The DuBarry por- 
trait has been retained. The change over to 
the new packages will be a gradual one. 


VOLUPTE: Volupte has added Lucky Purse 
With Captive Lipstick to its “Collector’s Item” 
line. Price at retail about $10.00 





PRINCE MATCHABELLI 


DU BARRY VOLUPTE 
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CORDAY 


CORDAY: Corday is merchandising a men’s lotion which is 
made, packaged and sealed in France, under the name Jet. The 











bottles are modern in design with black and white saddle-stitch flerr 3 
. . . 4 
design labels. A vacuum-type stopper is included to keep the pice iad 
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PREETI PEE 


HARRIET HUBBARD AYER: In The Town Traveller, Hai 
riet Hubbard Ayer offers a handbag in various colors, fitted with 
a golden flacon of Golden Chance Perfume, lipstick and mirror. 
The bag, which is made of a plastic material, is twelve by ten 
inches and closes with a metal clasp. Retails at $7.50 





HARRIET HUBBARD AYER 


GOURIELLI: Gourielli has changed from a 
decalcomania to a printed label in its active 
ozone cream to effect economy. The label, 
an engraved and embossed reproduction of 
the seal of the House of Gourielli, executed 
by Richard M. Krause, is said to be one of 
the most intricate jobs this house has pro 
duced in several years. 


YARDLEY: Yardley has recently added 
April Violets Soap to its line. It is packaged 
three cakes to a box. Price $1.65 per box 





GOURIELLI YARDLEY 
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The Gas Exchange of the Skin 


The skin is a very efficient organ for the absorption of oxygen 
Petrolatum and cold cream increase the gas exchange of the skin 


Certain skin diseases increase the abs. rvtion of oxygen 


PHILIP D. ADAMS 


VER the past ten years or so the use of the term “skin ‘Lhe skin is of great metabolic importance. Its secretion 
breathing” has led to occasional argument and con- of sweat and sebum play important roles in bodily hy- 
fusion. The confusion arises from the use interchange- giene; it is the source of important metabolic principles, 


ably of “breathing,” “respiring,” “gas exchange,” etc. fon such as various immune bodies, histamine, and vitamin 
different aspects of the absorption of oxygen and the pro- D; it mediates the exchange of heat between the body and 
duction of carbon dioxide by living organisms. The dic- its environment; it protects the underlying tissues from 
tionary defines breathing thus: “to inhale and exhale air; mechanical and chemical injury, bacterial invasion and 
to respire.” Physicians speak of the respiration of patients harmful light rays; by its varying kinds of nerve endings 
as normal or abnormal, referring to the rate of breathing, it serves to keep us aware of much in the environment. It 
i.e., to the inhalation and exhalation of air from the — is possible that it has metabolic functions of importance 
lungs. But respiration is also defined as “the osmotic and — to the body not yet discovered. 

chemical processes by which an organism or its tissues Being a living tissue, the skin requires oxygen. Unlike 
other tissues of the body, the skin has two sources of oxy- 


” 


absorbs oxygen and gives off the products formed. . 
Thus breathing can be used as a simple, generally under- — §€N, the blood and the air. Oxygen can and does pass 
stood, word to cover a process which among scientists and directly from the air into and through the skin; carbon 
physicians is described more concisely as “oxidative me- dioxide can and does pass outward from the blood, and 
tabolism,” “exchange of metabolites,” “tissue respira- under certain conditions of concentration, may pass from 
tion.” and so on. the outside into the blood. With respect to the blood oxy- 
Actually, the lungs are simply a mechanical means, a gen supply, the skin is at a disadvantage as compared with 
kind of bellows, for oxygenating the blood and removing other tissues, because blood capillaries over the most ot 
carbon dioxide. Tissue, i.e. cellular, gas exchange pro- the skin area do not extend to the outermost dead kerati- 
ceeds by diffusion without the bellows-like action seen in nized cells on the surface, but actually stop considerably 
the lungs. So also plants, insects, spiders, worms, and below living skin cells. The outer layers of the skin, which 
many other creatures breathe without lungs by osmosis. form a large part of this organ, have no blood supply, so 
True respiration does not occur in the lungs (except that these layers could not, otherwise, be as richly supplied 
by the lung tissue itself), but is carried on in each indi- with oxygen as other tissues of the body. Some investiga- 
vidual cell of the body by means of the oxygen carried tors have suggested it as probable that the well-being of 
to the cells from the lungs by the blood. Obviously, if the air depends upon additional oxygen from the air. 
breathing is limited by definition only to the bellows-like ' ee abe aie 
action of the lungs, then the application of the term to HISTORY OF STUDIES OF SKIN GAS EXCHANGE 
individual cells is not correct. It seems, however, to be Almost 200 years ago Spallanzani® and later Regnault 
neither incorrect nor misleading for popular usage toap- and Reiset* showed that after expiration of the lungs, 
ply the term “breathing” to the gas exchange of any or- frogs could absorb sufficient oxygen through the skin to 
ganism, cell, or tissue, including the skin. maintain life. Thus, in frogs the skin can function as a 
The skin is the largest organ of the body. Its weight is — kind of subsidiary lung. This, of course, is not true of 


about three times that of the liver, the next largest organ warm blooded animals whose oxygen requirements are so 
of the body. From ten to fifteen per cent of the total body — much greater. Probably all animals absorb some oxygen 

weight is skin, so that a 150 pound adult would have from — through the skin, but it has been measured only for the | 
fifteen to twenty-two and a half pounds of skin. pigeon, frog, turtle, eel, horse, cat, rat, and man. 
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An interesting visual demonstration of the absorption 
of oxygen through the human skin has been made by 
Goldschmidt, McGlone and Donal.* They showed that 
when the circulation of the blood of the forearm is par- 
tially or completely occluded by a tourniquet, the skin 
will remain pink in an atmosphere of pure oxygen, but 
becomes cyanotic in an atmosphere of air, nitrogen, 01 
hydrogen. ‘The color can be altered repeatedly and rap- 
idly from cyanotic to pink by altering the gaseous atmos- 
phere. The oxygen content of the superficial blood of 
the forearm is invariably higher in an atmosphere of oxy- 
gen than when the arm is in an atmosphere of hydrogen. 
A somewhat similar study was made with newborn lab- 
oratory animals by Domini.° 

One of the earliest references to the physiological im- 
portance of the respiration of the skin was by Aberne- 
thy.” From measurements on a limited portion of the 
body Abernethy estimated the whole body to give off 
14.0 g. carbon dioxide per day. From 1797 to 19047-'° no 
less than ten investigators published studies on various 
phases of carbon dioxide excretion through human and 
animal skin, but only one of these, Gerlach,'’ also studied 
the absorption of oxygen. He studied both horses and hu- 
mans and found that in horses the production of car- 
bon dioxide is greatly increased with the onset of visible 
sweating. In 1904 Zuelzer'® introduced various refine- 
ments in the plethysmographic method used by his 
predecessors. Using the hand, forearm, and whole arm 
enclosed in a cylinder he found wide individual varia- 
tions in the oxygen absorption of the skin. With the 
Zuelzer plethysmographic method, Franchini and 
Preti'® undertook further studies and criticism of the pre- 
vious work of others. Assuming the whole body surface 
to absorb oxygen at the same rate as the skin of the arm 
they estimated the total body surface to absorb in twenty- 
four hours, 5.5 1. at 36 deg. C.; 6.6 1. at 38 deg.; and 6.8 
1. at 40 deg. 

With greatly improved technic and apparatus Shaw 
and co-workers*® *' **** and Ernstene and Volk** un- 
dertook a comprehensive study of the various factors af- 
fecting human cutaneous gas metabolism. Their work 
was too extensive to recount in detail here, but some of 
their observations and conclusions are pertinent to the 
present review: 


a) The cutaneous was estimated to be about | pe 
cent as great as the pulmonary respiration.*! 

b) Cutaneous absorption of oxygen and elimination 
of carbon dioxide are not the results of metabolic 
processes of the skin alone,” although this reverses 
a previous conclusion from work on cats.*° 

c) Under normal conditions the skin must utilize oxy- 
gen from the air in addition to that supplied by the 
blood.?* It should be noted in this connection that 
Schmidt** has emphasized the possible relationship 
between diseases of the skin and its oxidative proc- 
esses, and that, in view of the probable relation 
between skin diseases and meteorological condi- 
tions, further study of the factors involved would 
undoubtedly be valuable. 

d) Above the age of 40 years there is a decrease in the 
cutaneous oxygen absorption which is very proba- 
bly a decline in the metabolic activity of the skin.** 

e) The skin may absorb on the average of about 100 
cc of oxygen per hour per square meter.** This 
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amounts to 4.3 1. per total body surface (1.8 sq. m.) 
per twenty-four hours, a figure in fair agreement 
with the data of Franchini and Preti.’® 

{) In one individual there was found a variation of 

about 18 per cent in the cutaneous oxygen absorp- 
tion. It is suggested that as the oxygen tension of 
the blood falls there is a compensation by greater 
absorption of oxygen from the surrounding air.?* 

However, it should not be overlooked that increasing 
the circulation through the skin, or increasing the num- 
ber of permeable capillaries would produce a similar re 
sult, as was pointed out by Whitehouse, Hancock, and 
Haldane** in connection with their own studies. Ernstene 
and Volk** found that venous congestion did not alter 
the cutaneous respiration of the arm. It has been con- 
cluded** that the passage of gases (including insensible 
perspiration) and of other substances, such as oils, 
through the skin, is an osmotic process (i.e., diffusion). 
Killian and Oclassen** have shown that by the applica- 
tion of petrolatum and of cold cream to the skin of the 
arm the absorption of oxygen and the elimination of 
carbon dioxide is increased. They also are inclined to 
the view that the passage of gases is a process of diffusion. 
It is difficult to conceive either of these materials entering 
into the metabolic process, so it must be concluded that 
they simply altered the permeability of the skin and thus 
increased the rate of diffusion of the two gases. 

In all the studies reviewed thus far we have been con- 
cerned with the direct passage of gases through the intact 
skin. Relatively few studies are available on the absorp- 
tion of oxygen im vitro by the skin of animals and of 
humans. Loebel** and Adams** have studied the oxygen 
absorption of the skin of mice and of rats. The latter has 
shown that in white rats the absorption of oxygen in vitro 
(by the method of Warburg) falls quite regularly from 
an oxygen quotient of 4.9 at 10 days age, to 0.5 at 210 days 
age. A white rat at 210 days age is physiologically at about 
the same age as a human of 12 years. The total bodily 
metabolism of humans,*® as well as of albino rats*' de- 
clines with advancing age. Klopstock** studied the effects 
of various hormone additions in vitro on the oxygen ab- 
sorption of human skin. For normal human adult skin 
he found the oxygen quotient to vary from 1.3 to 3.7 with 
the average of a number of determinations of 2.1. The 
difficulties in the way of securing fresh human skin for 
such studies are obvious. Amersbach,** Nutini and 
Cook,** concluded that soaps, cosmetic creams and lotions 
depress the oxidative metabolism of both rat and human 
skin. In their studies the materials were tested by direct 
addition to the tissue sections in the Warburg vessel, and 
also by direct application to the intact skin. After this 
application the skin was excised and the oxygen absorp- 
tion measured by the Warburg method. Killian and 
Marsh* and Killian and Oclassen** have made a critical 
study of the methods and conclusions of Amersbach, 
Nutini and Cook** and have presented evidence that 
such application of cosmetics to the intact skin does not 
depress the respiration. On the contrary, by the ple- 
thysmographic technic, the application of petrolatum 
and of cold cream actually increase the gas exchange 
through the intact human skin.?? Adams and Presnell** 
also made extensive studies of the effect of applications 
of cosmetics to the intact skin of white rats (followed by 
excision and measurement of respiration by the Warburg 
method) and were unable to confirm the conclusions of 
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Amersbach, Nutini and Cook** They also applied re- 
spiratory stimulating substances (from yeast) to the intact 
skin of white rats, leaving it in contact for periods up to 
several hours, but found that if the material were 
thoroughly removed before excision of the skin, there 
was no increase in the oxygen absorption. If the respira- 
tory stimulating substances were added directly to skin 
slices in the Warburg vessel, then the oxygen absorption 
was as much as doubled. The respiratory stimulating 
substances were made by the published methods.** How- 
ever, if the respiratory stimulating substances applied to 
the intact skin of white rats was not carefully removed 
before excision of the skin, then the effect was the same 
as adding the substance directly to the Warburg vessel, 
i.e., the oxygen absorption was greatly increased. The re- 
spiratory substances themselves absorb exceedingly little 
or no oxygen, so the effect in the Warburg vessel appears 
to be through the biochemical metabolic processes. In a 
more recent study Walter and Amersbach*? studied oxy- 
gen absorption by the Warburg method of the skin of 
human females from the age of 20 to 75 years. They find 
the age group of 20 to 29 years to have an oxygen quotient 
of 1.06 with a gradual decline at increasing age levels to 
.70 at 75 years. 


METHODS FOR MEASURING THE GAS EXCHANGE 

In general, there are two methods of measuring the 
gas exchange of the skin: the plethysmographic method, 
and the manometric method of Warburg.*s The two 
methods yield entirely different data. 

A. The plethysmographic method. In this method the 
arm ora portion of it is enclosed in a cylindrical chamber, 
one end of which is closed and the other end fitted with a 
rubber dam, made to fit closely about the arm to prevent 
any accidental loss or admission of gases between the 
chamber and the surrounding atmosphere. Such a cylin- 
der can be jacketed for control of the temperature, and 
the atmosphere within can be controlled within any 
desired limits of composition. The gas within can be 
circulated through an absorption train, or samples can 
be removed periodically for analysis. In a similar method 
the whole body to the neck can be enclosed so the gas ex- 
change of the entire body surface can be measured. In 
either of these applications, however, the passage of oxy- 
gen into and through the skin and the production of 
carbon dioxide is measured, but it is impossible to con- 
clude from such measurements what portion of the ab- 
sorbed oxygen was utilized by the skin and what portion 
passed through the skin into the blood stream. 

B. The manometric method of Warburg. In this 
method a portion of the skin or other tissue of the subject 
is excised and thereafter is kept bathed in normal saline 
solution at body temperature. The skin sample is minced 
or sliced very thin and placed (without weighing) into 
the conical respiration flask containing normal saline 
and glucose. In a small central well of the flask there is 
placed potassium hydroxide solution to absorb the car- 
bon dioxide produced by the tissue. The flask is then at- 
tached to the U-shaped manometer, flushed with pure 
oxygen, and immersed in a water bath at body tempera- 
ture. The tissue then absorbs oxygen and produces car- 
bon dioxide, but since the latter is absorbed by the potas- 
sium hydroxide, the oxygen removal by the tissue causes 
a net decrease in the pressure within the system. This 
decrease in pressure is measured by the change in the 
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level of the fluid in the U-shaped manometer tube. The 
change in pressure can then be calculated to volume of 
oxygen. After the oxygen absorption is measured, the 
tissue is removed from the vessel, dried and weighed. 
There is then obtained by calculation the oxygen quo- 
tient of the tissue, which is the cubic millimeters of oxy- 
gen absorbed by 1 mg. of dry tissue in one hour at stand- 
ard temperature and pressure. By the use of multiple 
vessels, the carbon dioxide production can be measured 
also. It is evident that in this method the gas exchange of 
the tissue itself is measured, completely uncomplicated 
by any questions such as arise in the plethysmographic 
method above. It is also evident that the effects of many 
other factors can be measured, such as changes in the 
kind and concentration of various sugars, salts, various 
media such as blood plasma and serum, changes in the 
pH of the medium, gas pressure and temperature, the 
effects of metabolic poisons and stimulants, ete. 

One might question whether the metabolic rate so 
measured after the injury of excision and mincing is the 
same as the rate of the intact tissue. It seems probable that 
relative rates are obtained that are fairly close to that of 
the intact tissue. Assuming a weighted average oxygen 
quotient of 1.0 for all the tissues of the body at 35 per 
cent dry matter (not including the skeleton), then all the 
tissues would take up somewhat less than 500 liters of 
oxygen in twenty-four hours. 


THE SKIN AND TOTAL BODY METABOLISM 


The above data lead to some interesting comparisons 
of the gas exchange of the skin with that of the body as a 
whole. From the data of Ernstene and Volk?* and Fran- 
chini and Preti'® the skin absorbs an average of about 
100 cc. of oxygen per square meter per hour. At a 3000 
calorie food intake the lungs absorb about 600 liters of 
oxygen in twenty-four hours, or at a basal metabolic level 
of 1500 calories, about 300 liters. Starling*® gives the area 
of the lungs as 90 square meters, or 140 square meters if 
the area of the capillaries in the alveoli is included. 
Therefore, at a 300 liter and 600 liter per day oxygen in- 
take and 90 square meters area, the lungs absorb 139 and 
278 cc. per square meter per hour respectively. Hence, the 
lungs are only from 1.4 to 2.8 times as efficient as the skin 
per unit area, and even less so if the area of the lungs be 
taken as 140 square meters. 

In a sense, this comparison is misleading because, as 
has been pointed out, the lungs are merely a mechanical 
device for oxygenating the blood, the true gas exchange 
being in the tissues. The comparison is made only to 
show that the skin is a much more efficient organ for the 
absorption of oxygen than one might suppose. The 
lungs absorb so much more oxygen than the skin chiefly 
because the lungs are so much greater in area than the 
skin. In the course of animal evolution increased oxygen 
absorption has been gained by devices for increasing the 
area exposed to air. 

A more illuminating comparison is the in vitro oxygen 
absorption of the skin with other tissues of the body. The 
adult human skin respires at an oxygen quotient of 2.1,%* 
whereas the tissues of other organs respire at levels as high 
as 10 to 20, or about five to ten times the rate of the skin. 
Connective tissue respires at a rate even lower than the 
skin, or about 0.5 or less. Using Klopstock’s value of 2.1 
for human skin, and assuming the body to have ten 


The American Perfumer 














| 
| 










pounds of skin (a low figure) at 35 per cent dry matter, 
the whole skin would require 79.2 liters of oxygen per 
day. Sansum and Woodyatt* found that 360 g. of glucose 
met the basal metabolic requirement of a resting subject. 
It has also been estimated* that the carbohydrate metabo- 
lism of the skin is 18 to 20 per cent of the total body carbo- 
hydrate metabolism. The skin alone, therefore, requires 
about 54 liters of oxygen per day if all the glucose were 
burned to carbon dioxide and water. This is 68 per cent 
of the amount calculated from the in vitro oxygen ab- 
sorption above. Using the latter value of 54 liters as the 
skin's total oxygen requirement, and 5.5 liters as the 
amount that the skin absorbs from the air, then it is ap- 
parent that about one-tenth of the skin’s oxygen require- 
ment comes from the air, assuming that all the oxygen 
passing into the skin from the air is utilized by the skin. 
The skin's oxidative metabolism is about one-sixth of 
the total oxygen requirement of the body, i.e., 300 liters. 
Moreover, 1.8 per cent (5.5 liters) of the total basal oxy- 
gen requirement of the body enters through the skin, a 
figure somewhat higher than the | per cent quoted by 
Shaw, Messer and Weiss,*' although in close agreement 
with the 1.9 per cent given by Ernstene and Volk.** 

Numerous studies have shown that in most respects 
the skin is much like other tissues of the body. It has been 
shown by numerous investigators that the skin uses the 
same catalytic agents, the same respiratory enzymes, as 
other tissues. Cyanide and other poisons for example, 
which are fatal to other tissues also check the respiration 
and the life of the skin. Presnell'* showed than in vitamin 
D deficiency in rats the oxygen absorption of the skin is 
greatly depressed, but is restored when vitamin D is re- 
turned to the diet. Adams** showed that in vitamin G 
(B.) deficiency in rats the skin consumes less oxygen. The 
rate of skin breathing is decreased even betore other 
symptoms of the deficiency become evident. Klopstock** 
showed that certain hormones when added to human 
skin in vitro increase and others decrease the oxygen ab- 
sorption, Ernstene and Volk*' found that in the intact 
skin there is an increase of about 50 per cent in oxygen 
absorption in such skin diseases as psoriasis, eczema, etc. 
Schmidt®® found the oxidation-reduction potential to 
vary in different parts of the skin. He suggests that this 
may be a factor in the localization of various skin diseases. 
Sametinger* concludes that, in general, inflammatory 
irritation increases the oxygen absorption (intact skin), 
thus confirming the results of Gessler.‘* Using the in 
vitro method of Warburg, Buhmann*’ finds an increased 
oxygen absorption in psoriasis, thus confirming the re- 
sults obtained on the intact skin.*! 


SUMMARY 


A study of the available literature on the absorption 
of oxygen by both the intact and excised skin raises more 
questions than are answered. Apparently much of the 
oxygen that passes into the skin enters the blood stream. 
It is not known how much, if any, of this oxygen is uti- 
lized directly by the skin. Various factors affect the ab- 
sorption of oxygen by or through the skin, viz.: (a) Tem- 
perature and composition of the gases surrounding the 
skin, (b) gas tension of the blood stream, (c) rate of blood 
flow through the skin, (d) dilatation of the skin capil- 
laries, (e) inflammatory irritation, (f) skin diseases, (g) 
external applications, such as petrolatum, (h) vitamin, 
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and perhaps hormone deficiencies, (i) age, (j) individual 
characteristics, (k) changes in tissue metabolic processes, 
(1) and perhaps many others. 

Certain physiological changes within the normal range 
may result in either an increase or a decrease in the ab- 
sorption of oxygen by the intact skin, but it does not 
follow necessarily that increasing the oxygen absorption 
by some means is beneficial to the skin. An increase may 
be purely a physico-chemical change whereby the in- 
creased oxygen merely passes through the skin into the 
blood stream, exerting no effect whatever on the skin it- 
self. The same may be true of decreases. In other words, 
the change may be only in the permeability of the skin, 
thus affecting the diffusion of gases through it, so it seems 
questionable that changes in the absorption of oxygen 
by the intact skin reflect metabolic differences. 

On the other hand, changes in the oxygen absorption 
as measured on the excised skin in vitro would seem to 
be actual charges in the skin’s capacity, since in this meth- 
od we are not concerned with the physical factors above 
that affect the passage of the gases through the intact 
skin. In the in vitro method the skin is sliced or minced 
to less than the limiting thickness to keep all the cells 
within the tissue sample adequately supplied with oxy- 
gen by diffusion. There is no reason to believe that the 
method does not yield true relative differences. 

A great amount of work still remains to be done on the 
subject, and the results undoubtedly would improve our 
understanding of the physiology and biochemistry of the 
normal skin. 
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This is a continuation of the article which appeared in 


the November issue 


his discussion of the more important aniline bases* 


ow Hair Dyes Work 


. Here the author completes 


DR. FRED WINTER 


TOLUYLENEDIAMINE constitutes a very impor- 
tant base, absolutely harmless, for the preparation of 
hair dyes. Readily soluble in water and diluted alcohol, 
it produces all the shades, but often with a false red- 
violaceous reflection of the worst kind, which manifests 
itself and is strengthened considerably in time. This false 
reflection is of a variable intensity. It does not always 
appear, but manifests itself sometimes spontaneously. It 
can be attenuated to some extent through the addition 
of logwood extract. In order to remove it altogether, re- 
course is had to the admixture of attenuating dyes, such 
as, for example, the p-aminodiphenylamine, the 1:4-di- 
aminodiphenylamine, etc. The origin of this parasitic 
coloring is obscure. Apparently it may be attributed, in 
the first place, to a peculiarity of certain aniline bases, 
such as the p-toluylenediamine, the aminophenols (orth- 
and para-) and the metol, which are particularly prone 
to it. According to certain authors, the reddish reflec- 
tion may be due to irregular and insufficient oxidation. 
However it may be, this parasitic reddish reflection mani- 
fests itself, almost invariably, in the medium shades 
(chestnut, light brown, etc.) and the blonds, whereas the 
blacks and dark browns, obtained by means of a very 
energetic oxidation, remain intact most of the time, 
without the false reflection. What is certain is that the 
p-toluylenediamine is a very important base for dyes on 
a basis of aniline derivatives and of particularly frequent 
use in modern hair dyes. 
Following, by way of example, is a series of formulas 
for preparing an elementary oxidation dye on a p-toluy- 
lenediamine basis 


Accessory: 


Toluylene solution Logwood solution 


p-toluylenediamine 7.5 gr. Dry logwood extract 3 gr. 
Sodium sulfite 15 Boiling water 100 gr. 
Water 100 Filter after letting it 

Alcohol 30 cc. stand for 12 hours 


To be cold dissolved 


® This article will be continued in a later issue of THE AMERICAN PER- 
FUMER. 
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Pyrogallol solution 


Pyrogallol 3 gr. 
Ammonia (0.97) 5 
Water 100 


To be cold dissolved 


As regards the developer No. 2, this is mixed with color 


Permanganate solution 
Potassium permanganate 2 gr. 
Water 200 gr. 


No. | immediately before application. The oxygenated 
urea peroxide tablets are dissolved for this purpose in 
the amount of water specified, crushing them previously 
in a saucer. (See below the technique for the application 
of complex modern dyes). Each urea peroxide tablet 


weighs 0.5 gram. 


Jet black 


No. 1 (Color) 
Toluylene solution 20 cc. 
No. 2 (Developer) 
6 tablets of 0.5 g urea 
peroxide 
Contact 1 hour 


Brown 


No. 1 
Toluylene solution Se. 
Water 5 
No. 2 
5 tablets dissolved in: 

Water 10 cm. 
Contact 30/40 minutes 


Blond A 


No. 1 

Toluylene solution 

Pyrogallol solution 

Ammonia (0.97) 

Water 

No. 2 

2 tablets, dissolved in: 
Water 10 cc. 

Contact 20 minutes 


NN P&P 


Dark Auburn 


No. 1 

Toluylene solution 10 cc. 
No. 2 

Permanganate solution 10 
Contact 40 minutes 


Spanish black 


No. 1 (Color) 
Toluylene solution 10 cc. 
No. 2 (Developer) 
5 tablets dissolved in: 

Water 10 ce. 
Contact 40 minutes 


Chestnut 


No. 1 

Toluylene solution 

Pyrogallol solution 

Ammonia (0.97) 

No. 2 

4 tablets dissolved in: 
Water 10 ce. 

Contact 30 minutes 


NN 
vVuwnw 


Blond B 


Toluylene solution 3 
Pyrogallol solution 3 
Ammonia (0.97) 2 
Water 2 
No. 2 
2 tablets, dissolved in: 

Water 10 cc. 
Contact 


Gold chestnut 
No. 1 
Toluylene solution 5 cc. 
Logwood solution 5 
No. 2 
3 tablets dissolved in: 

Water 10 cc. 
Contact Yq hour 
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Gold Auburn 


No. 1 No. 2 

Toluylene solution 5 «ec. Permanganate solution 10 ce. 
Pyrogallol solution 2.5 

Ammonia (0.97) 2.5 


Contact—30/40 minutes 


SO-CALLED “HENNA” SHAMPOOS 


There are frequently found in the trade certain so- 
called “henna” shampoos which are nothing in fact but 
soapy liquids containing aniline bases. Following are a 
few recipes of this kind which present certain possibilities 
in the preparation of these soap dyes. As an accessory, 
here is a formula for preparing a soapy base for prepara- 
tions of this kind: 


SOAPY BASE 
Transparent soft soap 60 g. Distilled water 450 g. 
Potassium carbonate 3 Alcohol 50 cc. 


Dyeing Shampoo 


CHESTNUT 
Toluylene solution 79. Soapy base as above 15 g. 
Pyrogallol solution 2 Logwood solution 2 


Developer for 25 g. of liquid dye: 3 tablets of urea peroxide. 


Dyeing Shampoo in the Blond—Light Chestnut range 


Toluylene solution 5 g. Pyrogailol solution 4g. 
Ammonia (0.97) 2 Soapy base 15 
Developer for 25 g. of liquid dye: 1 to 2 tablets. 


It is obvious that these formulas may be modified in 
accordance with the preferences of the manufacturer and 
according to the circumstances. 

In the case of all the elementary dyes mentioned above 
it is also possible to utilize a complex solution of aniline 
derivatives, duly mixed with appropriate shades in order 
to prevent in advance the development of undesirable 
reddish reflections. It will be noticed, therefore, that in 
the complex solutions the p-touylenediamine plays a very 
important role as an essential constituent. In advance of 
subsequent explanations regarding other aniline deriva- 
tives and complex modern dyes, two formulas of complex 
solutions of this kind are mentioned below: 


N toluylene solution in two modified forms 


1. p-toluylenediamine 4g. 2. p-toluylenediamine 4g. 
meta-toluylenediamine 1.5 meta-toluylenediamine 1.5 
sulfo-paraminodi- sulfo-diaminodi- 


phenylamine 2.5 phenylamine 2 
sodium sulfite 15 sodium sulfite 15 
water 100 water 100 
alcohol 30 cc. alcoho! 30 cc. 


These solutions, mixed previously with suitable de 
velopers may be used as color No. 1. 


p-aminophenol (Rodinal) is soluble enough in wate 
and alcohol and gives auburn blond and red chestnut. 
Sulfonated derivatives, sulfates and hydrochlorides pro- 
duce very pure blonds. 


O-AMINOPHENOL AND DERIVATIVES 


o-aminophenol gives similar blonds and also brown 
shades. It is readily soluble in water and alcohol. It is but 
rarely used, sulfo-ortho-aminophenol being preferred. 


METOL (META-METHYL-PARAMINOPHENOL SULFATE ) 
(P-AMINO-METACRESOL ) 

This derivative is soluble in diluted alcohol and gives 
chestnut shades with a red reflection. The hydrochloride 
behaves in a similar manner. To attenuate the false 
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violaceous reflections to which metol is subject, it is nec- 
essary to add a suitable shade. In this connection the use 
of sulfo-paraminodiphenylamine is classic, for instance: 


BROWN 
Metol lg. sodium sulfite 0.5 g. 
sulfo-para-aminodi- alcohol 50 per cent 50 ce. 
phenylamine 0.5 
para-aminophenol hydro- 
chloride 0.5 


DIAMINOPHENOLS 


1. Amidol (2.5-diaminophenol hydrochloride) (1) 

Amidol 2.5-diaminophenol hydrochloride is soluble in 
water and diluted alcohol. It gives very beautiful brown 
and black shades, without false reflections. 

Here is a formula for the preparation of a feed dye, on 
the basis of this aniline derivative: 


Amidol dye 
Brown Black 
Diaminophenol hydrochloride (Amidol) 8 g. 15 g. 
Sodium sulfite 12g. 25 g. 
Alcohol 10 ce. 10 ce. 
Water 90 cc. 90 cc. 


SULFO-DIAMINOPHENOL 


Sulfo-diaminophenol is soluble in water and diluted 
alcohol. It gives shades in the chestnut auburn range, but 
without any false reflections. As a color conditioning 
product for this derivative the sulfo-para-aminodiphenyl- 
amine is chiefly used. 


PARA-AMINODIPHENYLAMINE 


Para-aminodiphenylamine is almost insoluble in 
water, and readily soluble in alcohol and alkalized water. 

It gives blackish grey tones, which can be used only 
after combination with other aniline derivatives. The 
addition of meta-phenylenediamine and meta- and para- 
toluylenediamine permits obtaining all the coloring 
shades. 

The para-aminodiphenylamine is, besides, an excel- 
lent color conditioning product in itself, and it is made 
use of in the employ of blackish tones for neutralizing 
the parasitic red reflections. 

Generally speaking, preference is given to its sulfo- 
nated derivative, the sulfo-para-aminodiphenylamine, 
which is more soluble. The use of this sulfonated deriva- 
tive (as well as of the sulfate and the hydrochloride) is 
often preferable, for instance, for color-conditioning the 
metol in which case its employ is classic. 

It is a very useful derivative, which gives bluish black 
tones. It is soluble in water and diluted alcohol, also in 
alkalinized water. A good elementary black is obtained 
in accordance with the following formula: 


BLACK Sulfo-para-aminodiphenylamine 4 gr. 
Calcined soda 2 
Water 100 


50 cc. of hydrogen peroxide are added and then applied. 
Contact—1 hour. 


This mixture on a basis of aniline and soda basis lends 
itself quite readily to compression for the preparation of 
a dyeing sustance in the form of tablets of 6 grams, net. 
1:4-DIAMINODIPHENYLAMINE 


1:4-diaminodiphenylamine is difficult to dissolve in 
water, but is more easily dissolved than para-aminodi- 


February, 1949 139 








phenylamine; it is readily soluble in alcohol, and gives 
grey and bluish black tons (imparts to washing water a 
distinctive blue tint). The free basis is not used, except 
as a shade conditioner. 


SULFO-1 :4-DIAMINODIPHENYLAMINE 


Sulfo-1:4-diaminodiphenylamine and its salts (sulfate 
and hydrochloride) are soluble in water and diluted al- 
cohol. Its derivatives give all the shades and a very beau- 
tiful jet black (bluish washing water). 


NITRATED ANILINE DERIVATIVES 

Certain nitrated aniline bases are excellent coloring 
materials for oxidation dyes. We may mention, for in- 
stance, the sulfo-dinitrophenol and the sulfo-dinitro-oxy- 
diphenylamine, which give blond tones as well as dark 
shades, when combined with other non-nitrated aniline 
derivatives, for example: 


BLACK BROWN 
Sulfo-dinitrophenol 3g. Sulfo-dinitrophenol 0.5 g. 
Metaphenylenediamine 0.5 Metaphenylenediamine 3.5 
Alcohol, 50 per cent 80 Alcohol, 50 per cent 100 


It is of great importance to use only the sulfonated 
nitro derivatives, and not the free bases, in order to pre- 
clude any irritating action of the dye. 

We have come to the end of an outline of the most 
important aniline bases which, in the preparation of oxi- 
dation dyes, furnish the coloring material proper. These 
explanations which, it goes without saying, refer only to 
a few outstanding products of this type, do not claim to 
be by any means complete, but they may be perhaps sufh- 
ciently explicit to guide the reader and thus permit him 
to make his choice more intelligently. 

To close this review of suitable dyeing materials, let 
us mention the following representatives of aniline de- 
rivatives: 

Sulfo-diaminobenzene (21.4), dioxybenzo-para-thia- 
zine, diamino-methylbenzene (1.4.5), 1: 1-diaminoanisole, 
1-2-diaminonaphthol (naphthylene-diamine), para-ami- 
nophenylglycine, para-oxyphenylglycine, — para-nitro- 
phenylglycine and, last, certain urea derivatives (butyl 
urea, etc.). 


FORMULARY 


Before taking up the complex oxidation dyes, we will 
give first a small series of hair dyes of a rudimentary 
character. 


Rudimentary Dye 


BLACK BROWN 
Sulfo-para-aminodi- Sulfa-para-phenyiene- 
phenylamine 0.8 g. diamine 0.8 g. 
Calcined soda 0.4 Ca'cined soda 0.4 
Water 20 Water 22 


Before application there 

should be added 

thereto: 
Hydrogen peroxide 10 cc. 
Contact: 1 hour 


Before application there 

should be added 

thereto: 
Hydrogen peroxide 8 cc. 
Contact: 45 minutes 


BLOND 
Sulfo-para-aminophenol 0.8 g. 
Calcined soda 0.4 
Water 25 
Before application add thereto: 

Hydrogen peroxide 5 cc. 


Contact: 2 hour 
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Cosmetic Excise Tax Collections 


‘Tax collections for the twelve months of 1948 and 
1947 are given in the following table: 
1948 
10,371,512 
12,290,714 





1947 
11,477,679 
13,468,267 


January 
February 


March 6,927,991 5,974,288 
April 6,441,901 6,821,853 
May 6,660,851 6,775,188 
June 7,238,509 6,535,008 
July 7,332,070 7,813,611 
August 7,906,518 6,392,678 


6,890,757 
6,335,804 
6,872,541 
8,079,746 


6,733,695 
7,048,093 
5,386,690 


8,545,762 


September 
October 

November 
December 


Perfume Vending Machines 


Wildwood-By-The-Sea, N.J., and Atlantic City are 
slated to install perfume vending machines. Locations 
selected for the introduction of this innovation in the 
East are shore boardwalk comfort stations, night clubs, 
powder rooms in bus, air and rail terminals and other 
key experimental points. Resort theaters, ballrooms and 
bowling alleys also plan to test public reaction to per- 
fume vending machines. The machines were first tested 
at locations in Chicago and Los Angeles. ‘The machines 
can be installed on walls and have a mirror and photo 
of a popular film star on the front. Twenty-five cents is 
charged for a one-ounce bottle of perfume or a two-ounce 
bottle of cologne. ‘Tests of items priced at 50 cents were 
unsuccesstul. 

Of steel and chrome construction, the vending ma- 
chines have an enamel finish. The machines are 33 inches 
high, and represent an unusual approach to the mer- 
chandising of perfumes. 





“What a potential market for our 


new perfume!” 
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TR Semmens 


Coffee Flavor 





Interest in the preparation of an acceptable coffee 


flavor derived from either natural or synthetic 


sources has been maintained over many years 


MORRIS B. JACOBS, Pu.D.* 


‘Tue flavor of roasted coflee undoubtedly has a great 

mass appeal for the beverage prepared from such 
coffee is consumed in vast quantities all over the Earth. 
Few other flavors have such widespread acceptability. 
Statistics indicate that the average American drinks each 
year 55 gallons of coffee, 48 of milk, 19 of beer, 12 of soft 
drinks, and 1.25 of hard liquor. Since youngsters drink 
more than the average of 48 gallons of milk and 12 soft 
drinks each year, adults actually average more than 55 
gallons of coffee beverage per year. 


CHANGES PRODUCED BY ROASTING 


Green coffee has a distinctly unattractive taste and 
very little flavor and aroma. It is in the roasting process 
that marked changes of a chemical and physical charac- 
ter occur by which the flavor of roasted coffee is devel- 
oped. Obvious changes such as the brown color result 
from the effect of heat on the carbohydrates and possibly 
also other glycosides and nitrogenous material present. 
The horny texture of the bean is lost and it becomes 
brittle although the outer surface is still smooth, firm, 
and oily when hot. The chemical changes are deep-seated 
and very complex. They have been summarized by Ukers 
and Prescott as follows: 


® Professor of Chemical Engineering, Polytechnic Institute of Brooklyn. 
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1. Water is converted to steam some of which escapes 
but a portion of which ruptures cells and expands tissues 
or produces hydrolytic changes within the beans. 

2. Volatile substances, including caffeine, are ex- 
pelled. 

3. Carbohydrates are caramelized and some such as 
the pentosans are decomposed with the formation of 
small quantities of furfural and other products which 
will be discussed in somewhat greater detail. 

4. Celluloses (fiber) are partially carbonized. Starch 
and sugar react in a similar manner, if they are present. 

5. Glycosides are decomposed. 

6. Proteins may be hydrolyzed and thus yield cleavage 
products. 

7. The lipides present are also affected for volatile 
fatty acids are driven off and complex lipides and waxes 
are decomposed to form simpler compounds. 

8. Carbon dioxide is formed during the cracking proc- 
ess or by oxidation. A considerable portion of this carbon 
dioxide is retained by absorption by the beans. 


The higher the temperature of roasting, the greater 
the cleavage of more complicated structures into smaller 
molecules. These are generally much more soluble in 
water so that in the preparation of coffee beverage not 
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only is the caffeine extracted but also the decomposition 
products formed by the roasting process. 


ROASTING 


Because green coffee from different sources has differ- 
ent characteristics, it is not possible to have really auto- 
matic roasting. The time and temperature must be rig- 
idly controlled by a coffee chef and much depends upon 
his skill and experience. 

Nearly all roasting of coffee is performed in revolving 
perforated metal cylinders enclosed in insulated jackets 
and most commonly heated by gas or light fuel oil. The 
roasters are equipped with valves and dampers so that 
the heat, air supply, and recirculation of heated air can 
be minutely controlled. The interior of the roasters are 
fitted with baffles so that as they rotate the coffee is mixed 
adequately. 

After being cleaned from light material, the green cof- 
fee is sent to a blending machine from which it goes to 
storage bins to be removed as needed. It is sent through 
the front opening of the roaster and the roasted coffee is 
discharged to a cooling machine. After cooling it is 
passed through a pneumatic separator or stoner which 
has an air stream so regulated that the roasted coffee can 
be lifted to a hopper on a higher level while all heavier 
material such as stones is left behind. Coffee is withdrawn 
from these hoppers as required for grinding and packag- 
ing. 

When in the roaster for a short time, the bean gets a 
yellowish-brown color which deepens as the roasting con- 
tinues. The beans shrink in size and at a point, known 
as the developing point, at which the roasting is con- 
sidered to have gone half way, the beans begin to swell 
and then burst increasing 50 per cent in bulk. Full heat 
is then turned on in order to finish the roast as quickly as 
possible. 

Roasting is considered complete when the bean con- 
forms to a control sample and is readily cracked by the 
fingers, teeth, or between the palm of the hand and a 
trier or sampling spoon used to get a sample from the 
roaster. The method used depends on the test preferred 
by the coffee chef. The heat is then turned off and the 
beans are cooled as quickly as possible so as to avoid fur- 
ther exposure of the beans to heat and possible loss of 
flavor. 

In the wet roast method, the coffee is sprayed with 
water while the roasting cylinder is still revolving, in the 
ratio of 34 quarts of water to every 130 pounds of coffee. 
In the dry roast method, cooling is accomplished by a 
cooling apparatus. 


ROASTING CONDITIONS 


The average time used in the United States for roast- 
ing is 16 to 17 minutes with a temperature range from 
300 to 415 deg. F. In general, a quicker roast at a given 
temperature provides a better coffee. A roaster has been 
developed in which the roasting period is 5 minutes at a 
temperature of about 500 deg. F. Experimental work is 
in progress to develop electronic heating devices. While 
some coffee chefs prefer a slow roast, others are of the 
opinion that slow heating tends to bake rather than roast 
the coffee with a consequent poor development of flavor. 
Since time and temperature have such a great effect on 
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roasting, a number of different roasts have been devel- 
oped. These are produced in response to the varying 
tastes and flavors which exist for coffee in the world. Uk- 
ers has described the different roasts in order of increas- 
ing depth of color as: light, cinnamon, medium, high, 
city, full city, French, and Italian. In the city roast a dark 
bean is produced. The full city roast is a few degrees 
darker. ‘To produce the French type, the bean is roasted 
until the natural oil appears on the surface, while in 
Italian style the bean is actually carbonized so that it can 
be easily powdered. 

As mentioned, different coffee flavors are favored in 
different parts of the world and even in different sections 
of the United States. For instance in the eastern States, 
with the exception of the Boston area, a medium roast 
is preferred. In the Boston area, a cinnamon-type roast 
has the greatest acceptability. On the Pacific Coast a light 
roast is desired, while in the South the darker roasts are 
preferable. The terms French and Italian roast are self- 
explanatory in a geographical sense, but it is well to 
point out that these are preferred roasts elsewhere in 
Europe. Thus for instance Italian-type roast is favored in 
Scandinavian countries, and in Germany a roast similar 
to the French type is preferred. 


COFFEE FLAVOR STUDIES 


It has been common to ascribe the flavor of beverage 
coflee prepared from roasted coffee to an ingredient 
termed “cafleol.” Actually cafleol is a very complex mix- 
ture of many components. This mixture is produced by 
the complex chemical changes which occur in the coffee 
bean during the roasting step as noted in a section above. 

There have been three major studies which have 
been published concerning the flavoring components of 
roasted coffee. ‘These publications, though excellent in 
themselves, leave many questions unanswered. In these 
studies use was made of steam distillation under vacuum, 
high vacuum distillation in the absence of oxygen, sol- 
vent extraction, and subsequent isolation of flavor com- 
ponents, It is very likely that a number of investigations 
have been performed that have not been published. 

About 1925-1926, Staudinger and Reichstein described 
in British Patents 246,454 and 260,960 and in United 
States patent 1,696,419 various compounds which they 
isolated from coffee by distillation of damp raw ma- 
terial with 2 per cent water under 2-5 mm. vacuum at 
100-110 deg. C. The distillate was condensed in 3 con- 
densers at — 20 deg. C., —80 deg. C., and — 180 deg. C. 

Johnston and Frey describe in an article in J. Am. 
Chem. Soc. 60, 1624 (1938) how they isolated by dry dis- 
tillation of roasted coffee under high vacuum in the ab- 
sence of oxygen a number of components of coffee flavor 
not previously identified by other investigators. 

Prescott and his co-workers detail in two articles in 
Food Research 2, 1, 165 (1937) the products obtained by 
a methyl alcohol extraction of coffee followed by ether 
and petroleum ether extractions of the methyl alcohol 
extract and by an ether and ethyl acetate extraction of 
coffee brew. 


COMPONENTS OF COFFEE FLAVOR 


Ina subsequent article, the components of coflee flavor 
as disclosed by these and other investigations will be dis- 
cussed. 


The American Perfumer 

























































— 








Flavored Notes 


In a study of the active flavoring substances in nutri- 
tion and the possibility of chemically showing their pres- 
ence, which was made a number of years ago, Diemair, 
in Atti Tenth congr. intern. chim. 4, 494 (1939), noted 
that the flavor of baked or roasted foods is largely due to 
the formation of histidine bases obtained from the de- 
composition of proteins. The maximum amount of his- 
tidine bases formed depends in large measure on the tem- 
perature of the baking or roasting process. For coffee 
this was found to be 150 deg. C. The value for some other 
substances was 150 deg. C. for chicory, 225 deg. C. for bar- 
ley, and 175 deg. C. for potatoes. Diemair used the Pauly 
diazo reaction for quantitative estimation. 

. * * 

A query was received concerning the substance stachy- 
drine. Stachydrine, C,H,,.NO,.H,O, N-methyl proline is 
a proline betaine. It is obtained from alfalfa hay and 
from the tuber of Stachys tubifer and the leaves of the 
orange tree. It occurs both as the anhydride and as the 
ammonium base in plants. It crystallizes with | mole of 
water. It has a sweet taste. Stachydrine is readily soluble 
in water and deliquesces on exposure to air. It is soluble 
in alcohol but is insoluble in ethyl ether and in chloro- 
form. Considerable information on this substance can be 
found in an article by H. Steenbock in J. Biol. Chem. 35, 
1 (1918). 

* *. * 

Ihe staling of coffee has been shown to be associated 
with changes in the volatile aromatic components rather 
than with mere fat rancidity. These changes in the aro- 
matic and flavor components probably involve polymeri- 
zation, hydrolysis, and oxidation.—M.B.]. 





The World Sugar Situation 


Despite the fact that the production of sugar in the Far 
East, with the exception of the Philippines, has been far 
below the pre-war volume, world production is now 
about average. World production in 1947-48 is estimated 
at 34,035,000 short tons as compared with 34,708,000 
tons, which was the pre-war average. The difference has 
been made up by the Western Hemisphere. 

Toward the end of 1947 and in the beginning months 
of 1948, it was generally agreed that at the end of 1948 
there would be a carryover of Cuban sugar amounting to 
1,000,000 short tons, and for the rest of the world the sit- 
uation would be one of balance between demand and 
supply, with a slight tendency toward surplus conditions. 
In November and December of 1947, the United States 
Army, working in conjunction with the United States De- 
partment of Agriculture, purchased sufficient amounts of 
Cuban sugar to firm up the market and achieve a balance 
of supply and demand in Cuba and indirectly the rest of 
the world. Early in 1948 the Army contracted to purchase 
1,238,000 tons of Cuban sugar for distribution to Bizonal 
Germany, Austria and Japan. In the second quarter of 
1948, operations of the Economic Cooperative Adminis- 
tration indirectly made it possible for increased quanti- 
ties of exchange to be devoted to larger imports of sugar. 
It is anticipated that sugar supply and demand will be in 
balance for 1948. 

On a per capita basis, the amount of sugar available for 
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consumption in 1948 is almost 10 per cent less than in 
pre-war years. Some major consuming areas are using 
sugar in amounts comparable to pre-war years, notably 
the United States, Canada, other Western Hemisphere 
countries, Australia and New Zealand. As a result, many 
European countries are consuming amounts ranging 
from 60 to 75 per cent of pre-war. 

Low consumption in most of the countries of the world 
at the present time can be ascribed to the widespread 
shortage of foreign exchange. Despite the emergence of 
ECA as a factor in world economy, it seems likely that 
this shortage in exchange will continue for several years. 
It is not likely that sugar consumption for those parts of 
the world which are undergoing the shortages will be in- 
creased materially as compared with 1947-48. The ten- 
dency will probably be to hold down the consumption of 
sugar in order to obtain goods which may be used to re- 
habilitate industry and agriculture. 

As time goes on and nondollar areas start producing, it 
is likely that the lack of exchange will be less of a factor. 
Ihe world economic situation with regard to sugar is ex- 
pected to display a similarity to that in the period imme- 
diately preceding the war. 

There is a tendency to establish the blame for the 
world sugar situation in the thirties by pointing to the 
world wide expansion of production immediately follow- 
ing World War I, followed by the severe economic de- 
pression in the early thirties. This is unquestionably ac- 
curate but it is incomplete. Along with such an analysis 
one must consider the fact that there was widespread un- 
derconsumption even before the depression and that, in- 
stead of measures being taken by countries to alleviate 
the situation, the fiscal and tariff measures employed had 
a tendency to work toward intensifying disparities in con- 
sumption. 

Certain actions and policies of governments with re- 
gard to sugar are now sufficiently well known to deter- 
mine a trend toward prewar policies with regard to re- 
strictions, taxes and production plans. 

The Havana Charter for an International Trade Or- 
ganization and the General Agreement on Tariffs and 
Trade which resulted from the Geneva Conference are 
an indication of a tendency in the direction of lower tar- 
riffs and, possibly, consequent lowering of prices 
throughout the world. To translate this tendency into ac- 
tuality with regard to sugar would require that the Inter- 
national Sugar Council work toward a new sugar agree- 
ment in accordance with the ITO charter. 

However, the ITO makes no specific provisions for the 
lowering or eliminating of internal taxes, which, while 
not discriminating between domestic and foreign sugar, 
in effect do discriminate against sugar as compared with 
other commodities.—Condensed from Foreign Commerce 





Officers for Vanilla Bean Assn. 

The following officers were elected by the Vanilla Bean 
Association of America, Inc., at its Annual Meeting held 
January 21: President, E. S. Buckley, Thurston & Braid- 
ich; vice-president, W. Triest, Zink & Triest; treasurer, 
J. Manheimer, J. Manheimer. Directors for the year 1949 
are: Pierre Dammann, Dammann & Smeltzer; H. Solo- 
mon, F. Huber & Co.; and William Schilling, Jr., Norda 
Essential Oil & Chemical Co. 
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Luckman Elected President Soap and 
Glycerine Producers 


Charles Luckman, president of Lever Brothers Co., 
Cambridge, Mass., was elected president of the Associa- 
tion of American Soap & Glycerine Producers, Inc., at 
its twenty-second annual convention January 26 at the 
Hotel Commodore. He succeeds G. A. Wrisley, vice- 
president of the Allen B. Wrisley Co. of Chicago. 

At the same meeting, N. H. McElroy, president of 
Procter & Gamble Co., Cincinnati, was elected vice-presi- 
dent for the Mid-West. 

Re-elected to their posts were the following officers: 
E. M. Finehout, vice-president of the Los Angeles Soap 
Co., as vice-president for the Far West; Edward H. Little, 
president of the Colgate-Palmolive-Peet Co., Jersey City, 
as vice-president for the East; Nils S. Dahl, general man- 
ager, John T. Stanley Co., New York, as treasurer. 

The Association also elected five new directors: J. L. 
Brenn, president, Huntington Laboratories, Hunting- 
ton, Ind.; H. Dock, president, M. Werk Co., Cincinnati, 
Ohio; B. F. Flynn, president, Pacific Soap Co., Los An- 
geles; E. B. Hurlburt, president, J. B. Williams Co., 
Glastonbury, Conn.; and N. H. McElroy, president, 
Procter & Gamble Co., Cincinnati, Ohio. 

The following directors of the Board of fifteen were 
re-elected: N.S. Dahl, general manager, John T. Stanley 
Co., New York; L. J. Evans, vice-president, Iowa Soap 
Co., Burlington, Iowa; E. M. Finehout, vice-president, 
Los Angeles Soap Co., Los Angeles; D. M. Flick, vice- 
president, Armour & Co., Chicago; G. F. Fulton, presi- 
dent, Beach Soap Co., Lawrence, Mass.; E. H. Little, 
president, Colgate-Palmolive-Peet Co., Jersey City, Pe. 0.5 
Charles Luckman, president, Lever Brothers Co., Cam- 
bridge, Mass.; E. A. Moss, vice-president, Swift & Co., 
Chicago; R. H. Young, president, Davies-Young Soap 
Co., Dayton, Ohio; and G. A. Wrisley, vice-president, 
Allen B. Wrisley Co., Chicago. 





Swift Opens Plant 
Operations have begun in the new industrial oil proc- 
essing unit of Swift & Co.’s Technical Products Plant, 
Hammond, Ind. First delivery of product was made to 
Lever Brothers Co., also in Hammond. 
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The new plant is located on part of a 70-acre tract 
which is scheduled for further development. It includes 
units for solvent crystallization, solvent fractionation 
and fat splitting. These processes are integrally operated 
here for the first time. 





Soap and Detergent Assn. Officers 


The meeting of the Soap and Detergent Manufac- 
turers Association at the Hotel New Yorker, New York, 
N.Y., was timed so as not to permit complete coverage in 
this issue of THE AMERICAN PERFUMER. We can announce, 
however, that Charles Solly was elected president. Other 
officers are: Vice-president for the East, Bernard Fren- 
denthal; vice-president for the West, A. G. Peck; treas- 
urer, H. W. Zussman. A. P. Federline was reelected ex- 
ecutive secretary of the Association. 





Albany Soap Elects Officers 


Joseph Grober was reelected president of the Albany 
Soap Corp., Albany, N.Y., at the annual meeting of 
stockholders. Also reelected were vice-president and as- 
sistant manager, William H. Geier; treasurer, Madeline 
Grober; secretary, Harry J. Geier; and foreman, Michael 
C. Beck. 





Mrs. Hamel Wins Colgate Treasure 


Mrs. Esther V. M. Hamel, St. Ignatius, Mont., was the 
winner of the Treasure Chest jingle contest conducted 
by Colgate-Palmolive-Peet Co., Jersey City, N.J. A check 
for $25,000 was presented her by Governor Sam C. Ford, 
Montana’s outgoing governor. The contest ran from 
September 25 to November 20. 





R. E. Tyriver Appointed by Wrisley 
R. E. Tyriver has been appointed field sales manager 
of Allen B. Wrisley Co., Chicago, Il. His work will in- 
clude promotion of all Wrisley brands, soaps and toilet- 
ries. 
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by ARNALD KRUCKMAN 


T HE hearing on the proposed trade practice rules for 

the Cosmetics and ‘Toilet Preparations Industry fi- 
nally was scheduled for February 10, in Washington, D.C., 
in the Federal Trade Commission Building, Room 332. 
Invitation was extended to the members of the industry 
and to any others who had information, suggestions, or 
objections, to submit them by letter, memorandum, brief, 
or in any other way, or to make oral presentations at the 
hearing. 


PROPOSED TRADE PRACTICE RULES 


In the announcement the Commission stated “the rules 
are directed to the elimination and prevention of unfair 
methods of competition, and illegal or unethical trade 
practices which are harmful to business and contrary to 
public interest. 

“The first rule covers the practice of furnishing sales- 
persons or so-called demonstrators to retail stores. Pro- 
vision is made in the rule against discrimination among 
competing dealers and a proposed plan is also outlined 
for furnishing such demonstrator services on propor- 
tionately equal terms to retail stores. These are suggested 
as a proposed guide in meeting the requirements of the 
Robinson-Patman Antidiscrimination Act. In another 
rule the subject of deceptive or misleading claims respect- 
ing foreign or geographical origin of toilet preparations 
is dealt with. The further rules cover additional unfair 
trade practices, such as commercial bribery, misrepre- 
sentations of product in respect of its ingredients, qual- 
ity, efficacy, etc.; imitation of trade marks; use of ficti- 
tious prices; lottery schemes; combinations in restraint 
of trade; unfair threats of infringement suits; passing off 
one’s product as that of a competitor; selling below cost; 
inducing breach of contract; and defamation of com- 
petitors.”” 

The first rule would prohibit any member of the in- 
dustry to grant or allow, secretly or openly, directly or 
indirectly, any rebate, refund, discount, credit, or other 
form of price differential, in the form of samples or free 
deals, when the deal effects a price discrimination be- 
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tween purchaser of goods of like grade and quality, in 
domestic commerce. Differentials based upon differences 
in the cost of manufacture, sale, or delivery resulting 
from differing methods of quantities sold to customers, 
are not affected by the rule if the differentials do not 
create a monopoly. The rule also does not prevent the 
seller from choosing his own customers, nor from chang- 
ing prices in response to changing conditions. Rule 1 also 
prohibits the payment of brokerage and commission fees 
except for actual services rendered as an intermediary in 
connection with the sale or purchase of goods. The Rule 
likewise prohibits allowances for advertising or promo- 
tion; and would prohibit services or facilities in favor 
of one customer which are not available to another. 
Naturally any discrimination in prices is made illegal, 
except that the rule does not apply to those institutions 
not operated for profit which buy for their own use. 

It is proposed that demonstrator service may be pro- 
portionalized, by any member of the industry, on the 
basis of net purchases, in this way: 

‘The industry member (manufacturer or distributor) 
may determine what percentage of such purchases he will 
expend for furnishing demonstrators, which percentage 
so determined by him shall be uniformly applied in com- 
puting the amount the member shall furnish to each such 
respective dealer or customer in demonstrator services, 
including substitute services. 

Demonstrator services shall be furnished to all cus- 
tomers or dealers on the same basis; the dealer or cus- 
tomer who cannot feasibly utilize demonstrators, or does 
not choose to accept demonstrators, shall be furnished 
substitute services of equivalent value from among a list 
of substitute services to be made available by the in- 
dustry member. The substitute services shall include two 
or more types of services which can be feasibly and valu- 
ably used by the dealer, such as advertising allowances, 
payments for display space, merchandising aids, or. simi- 
lar services, lawfully used. 

The member of the industry must publish to all his 
customers a list showing demonstrator services and sub- 
stitute services and the terms applicable to each service 
proportionately applied, including statement of the per- 
centage used and substitute services offered and avail- 
able. Purchases shall be computed on the basis of one 
year, one-half year, one-quarter year, or a similarly rea- 
sonable period, at the option of the member of the in- 
dustry. 
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Whatever period is chosen must be uniformly applied 
to all customers. Customers are defined as persons, firms, 
corporations, purchasing directly from the industry mem- 
ber, also those who purchase through wholesalers, job- 
bers, and other distributors over whom the industry 
member exercises a substantial degree of control, pro- 
moting resales, or fixing resale prices, and others with 
whom the seller has direct merchandising relations, o1 
who solicits orders from the purchaser. 


DEMONSTRATOR SERVICES 


Demonstrators are defined as those employed by, o1 
who are paid in whole or in part by the manufacturer or 
seller, to promote sales in the store of the customer; it 
does not matter whether the seller or manufacturer 
pays the demonstrator direct, or pays the demonstrator 
through the agency of the customer, nor whether the 
demonstrator is considered the employee of the manu- 
facturer or of the customer. The extension of propor- 
tional services or substitute services is not required to 
customers whose annual purchases do not exceed $100 in 
the aggregate. Demonstrator services must not be used to 
deceive the public nor to divert trade from competitors 
by unfair acts or practices. Demonstrators will be re- 
quired to work under some conspicuous identification 
which reveals they are employed by the manufacturer. 
Nor will it be regarded as fair trade practice to shut out 
competitors in stores where demonstrators are employed. 

The foregoing is an outline of what is called Plan A. 
The alternative method is called Plan B. It has all the 
requirements of Plan A except that, instead of using 
purchases by the customer as the basis for computation 
of the amount of demonstrator and substitute service to 
which the customer is entitled, the net amount of sales 
made by the manufacturer to the customer during the 
period may be used. Other plans may be used, provided 
other plans fully meet the law. 

Rule 2 would prohibit misrepresentation in general 
and in a wide variety of media; Rule 3 would prohibit 
false and deceptive statements about the origin of a prod- 
uct, or about the place where the product was made, com- 
pounded, diluted, mixed, blended, assembled, bottled, 
or packaged and concerning the origin of the bottle or 
package containing the product. It also is expected the 
prohibition will apply to the use of foreign words, 
phrases, symbols, and terms which create a false impres- 
sion about the origin of the product. 

Rule 4 will prohibit deceptive imitation of trade- 
marks, trade names, and other marks owned exclusively 
by competitors. Rule 5 would prohibit false claims in 
regard to the character of the business of the advertiser; 
Rule 6 would prohibit the misuse of the word “Free” 
when the article advertised is not given “‘free.”’ Rule 7 
covers the misleading use of fictitious prices; Rule 8 
would prohibit the passing off an industry product as 
the product of a competitor; Rule 9 declares defamation 
or disparagement of competitors or their products as an 
unfair trade practice; Rule 10 covers the various phases 
of commercial bribery; Rule 11 makes unfair the pro- 
curement of competitors’ confidential information; Rule 
12 makes unfair an attempt to induce the breach of any 
existing lawful contracts between competitors and their 
customers or suppliers; Rule 13 would prohibit use of 
lottery schemes, games of chance, or gift plans; Rule 14 
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defines what would be a combination or coercion to fix 
prices, suppress competition, or restrain trade; Rule 15 
makes unfair threats of suits for infringement of patents 
or trademarks when such threats are not made in good 
faith; Rule 16 makes unfair the practice of selling prod- 
ucts below cost when the intent is to injure a competitor. 

Rule A defines the unfairness of the practice of per- 
mitting Customers to return products without just cause 
for refund or credit, and without the payment of a rea- 
sonable amount to cover actual charges to defray actual 
expenses of necessary rehandling and reconditioning to 
make the products resalable. 

It is anticipated the Rules, particularly the Rules ap- 
plying to demonstrators, will not be entirely agreeable 
to the industry. It is realized in the FTC that those who 
use demonstrators want far more latitude. The Rules as 
written are an effort to give industry what it needs and 
still to keep the Rules within the law. 


BUREAU OF TRADE PRACTICE CONFERENCES 


It is probable the final promulgation of the Rules will 
not take place for at least four to six weeks after the 
hearing. There may then be found some sharp changes 
in the presently proposed program. 

This Bureau is headed by Henry Miller, as Director. 
William B. Snow, Jr., is Associate Director, Paul M. Cam- 
eron, Chief of Rule Making Division, and O. Leland 
Hunt, Chief of Rule Administration Division. It should 
be noted that the proposed Rules suggest that the in- 
dustry may use other Rules and Plans for the operation 
of demonstration techniques, so long as the demonstra- 
tors are used and employed in compliance with the law. 
Apparently the law, as conceived by the Commission, in 
the proposed Rules, heads up in the proportional appli- 
cation of demonstrator benefits. 

Those members of the industry who have new ideas 
for demonstrator employment, different from Plans A 
and B as outlined in the proposed Rules, may get counsel 
and advice as to legitimacy from the Bureau of Trade 
Practice Conferences, but such counsel may not be re- 
garded as the formal view of the Commission, nor as 
permissive approval of the Plan, whatever it may be. In 
the last analysis the businessman who puts out a new 
Plan, even though it may be patterned along the lines 
of the Plans suggested in the proposed Rules, does so at 
his own risk. If he is violating the law, in the opinion of 
the FTC, he will find himself under fire. 

Incidentally, there still is no indication from the White 
House in regard to who may succeed Robert E. Freer, 
who left the Commission on January 1. Here in the 
Capital it is generally assumed George F. Meredith, Di- 
rector of the vanishing Senate Small Business Committee, 
is the preferred suggestion for Freer’s place. Meredith is 
from California, has done an exceedingly good job at 
the Capitol, and stands well with both Republicans and 
Democrats. 

Latest ECA statement shows we have supplied our Eu 
ropean clients with fats and oils to the tune of $200,000,- 
000. We have shortages in some areas here. . . . The 
American Consul at Singapore reports guin benjamin is 
now produced at Sibolga in Sumatra, and is sent to Singa- 
pore for export by Chinese wholesalers. From Po- 
land the American Consu! reports the Polish Govern- 
ment is producing seven different essential oils. 
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Hints for Improving Production 






Why it is advisable to check with the production manager on a 


proposed new package before it is finally adopted . 


of slower conveyor table speeds . 


I I is significant that those old es- 
tablished companies which repack- 
aged their products a year or so ago 
are do'ng better saleswise than most 
of those that did not. Whether it be 
for a dowager or a debutante, a new 
dress almost always sets off the 
wearer to better advantage. 

Unquestionably a fresh, appeal- 
ing, attractive package does help 
sales. This is especially true of first 
sales. If the product it contains is 
well made in the factory and it mea 
sures up, in quality and otherwise, 
to all that is claimed or expected of 
it, second, third and many other 
sales follow. Always however it is 
the product which is at the founda 
tion of any sustained merchandising 
success. 

Assuming that the product is all 
right in every way a new dress can 
stimulate sales. At a time like the 
present this is especially desirable 
but before going overboard on a 
new package either for a single 
product or for an entire line several 
factors might well be considered. 
Very likely a package designer will 
be engaged either by the manufac 
turer or his advertising agency o1 
both jointly. As designers are pri- 
marily artists the new creation is 
likely to be attractive in appear- 
ance, in good taste and since it is 
new—original. Standing by itself 
probably no one can quarrel with 
it. From the standpoints of beauty 
and probably utility also, it may be 
a knockout. Even so it has yet to 
meet the severest test of all—can it 
be handled with the production 
equipment available in the factory? 
Or, to go a step farther, assuming 
that the management is amenable 
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to the installation of new and more 
modern equipment, could it be 
handled on such equipment with- 
out damaging or marring it? Unless 
it can, the package, however desir- 
able otherwise, is impractical. To 
proceed any further with it is to 
open Pandora's box. 

This suggests the wisdom of call- 
ing in from the factory the produc- 
tion manager or superintendent for 
consultation on all package changes 

even though it has never been 
done before. The advice of equip- 
ment and container manufacturers 
may also be sought to advantage. 
From the combined experience of 
the merchandising executives the 
production manager and_ possibly 
also the equipment and container 
manufacturers it is likely that the 
package designer will be able to cre- 
ate packages that are not only new 
and attractive in appearance but 
that will also be practical for han- 
dling in the factory. All of these ele- 
ments combine to spell success. 


Conveyor Table Speeds 


Are conveyor table speeds too 
high? Do the operators who have to 
perform the necessary hand opera- 
tions have to chase the work? 

If the belt speed is 30 ft. per min- 
ute and the given operation re- 
quires 3 seconds the container must 
be chased 18 in. If the belt speed is 
reduced to 15 ft. per minute the 
work may be completed with the 
hands following the work only 9 in. 
If a speed of 10 ft. per minute will 
leave adequate clearance between 
containers then only 6 in. of travel 
of the hands and arms is required. 

If the speed is proper, as was first 





. Advantage 


. New and improved equipment 


pointed out by Ralph H. Auch, the 
fatigue element is reduced and often 
fewer operators are required to com- 
plete a given operation, the number 
of containers per minute being con- 
stant. The belt speed has no bearing 
on the number of containers per 
minute as this is determined by the 
filler. 

When containers are removed 
from the belt to the stationary table 
for the given operation, slower 
speeds are desirable. The reach is 
minimized in removal, there is less 
toppling on the belt and the nerves 
of the operator are less jittery. 


New Storage and Mixing Tanks 


A completely new line of stainless 
steel storage and mixing tanks has 
been developed by the Alsop Engi- 
neering Corp., Milldale. Conn. Over 
a quarter of a century of experience 
in the glass lined tank field was util- 
ized in developing the line. The 
tanks are attractive with bright, easy 
to clean highly polished surfaces 





New storage and mixing tanks 
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Special Representatives for 


Tombarel Freres, Grasse 


e Absolute Supreme Flower Essences 


Jasmin Supreme, Orange Flower Supreme, Rose Supreme, 


etc. 


© Surfine Essential Oils | 


Lavender, Lavandin, Geranium Bourbon, Ylang Ylang, 


etc. 


° Resinoids 


Benzoin, Mousse de Chene, Orris, Opoponax, etc. 


PRODUCTS CORPORATION | 


12 EAST 22nd STREET, NEW YORK 10 


CHICAGO—A. C. DRURY & CO., INC. 
219 EAST NORTH WATER STREET 
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and are of the sloping bottom con- 
struction to permit the placing of 
the outlet nipple on the side of the 
tank for complete and fast draining. 
Short legs with unrestricted clear- 
ance under the tank makes the 
whole tank low for ease in loading. 
The complete sanitary mixing units 
feature the mixer permanently 
mounted above the tank and out of 
the way. This mounting it is pointed 
out protects the motor and all elec- 
trical connections from spilled or 
splashed liquids, from careless wash- 
ing with the hose at the end of an 
operation and also from damage by 
hand trucks or other equipment. 
Heavy gauge stainless steel covers 
with a slot for the mixer shaft can 
be supplied for all tank sizes. For 
concerns which already have or pre- 
fer to use portable electric mixers 
the tanks can be supplied with a 
bracket to which any _ portable 
mixer can be clamped. The new 
line of Alsop tanks is carried in 
stock in sizes from five to 250 gal- 
lons capacity. Valves, faucets and 
liquid level gauges of various types 
are available for use with these 
tanks. 


New EUS Filter 


In the new model EUS-filter of- 
fered by the Ertel Engineering 
Corp. all parts coming in contact 
with the liquid are of stainless steel. 
Closing of the EUS model is ef- 
fected by the handwheel. A stainless 
steel drip pan is provided to save 
valuable liquids. A pressure gauge 
indicates working pressure at all 
times and a pressure relief valve is 
standard equipment for complete 
safety. The filter is built in sizes to 
accommodate from 10 to 100 Ertel 
low iron and calcium asbestos filtet 





The new EUS filter 
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The capacity is from 5 to 30 gpm. 


sheets, filter paper or filter cloth. 


New Centrifugal Pump 

A new centrifugal pump, Model 
H, designed for applications where 
moderate pressures and volumes 





Slow speed centrifugal pump 


are required from a_ centrifugal 
pump running at 1725 rpm is an- 
nounced by Eastern Industries, Inc. 
The performance curve on Model 
H it is stated shows a shut-off pres- 
sure of 19 psi, 10 gpm at 15 psi, 15 
gpm at 10 psi and in excess of 20 
gpm at free flow. The pump is con- 
structed in either bronze or alumi- 
num with a mechanical rotary seal. 
Che inlet is 4 in. N.P.T. female 
and the outlet is 34 in. N.P.T. male. 
\ 14 in. N.P-T. drain plug is located 
in the pump body. Units are avail- 
able with motors ranging from 1% 
h.p. to 44 h.p. depending on the op- 
erating range desired. Model H 
pump, the company states is a 
highly efficient slow speed centrifu- 
gal pump designed for long life and 
rugged trouble-free applications. 


Low Cost Drying 


For efhicient, high speed, low cost 
drying at absolute pressures in the 








low micron range the F. J]. Stokes 
Machine Co. offers its remodelled 
Stokes vacuum shelf dryers. These 
are built it is stated of welded steel 
and rigid tests assure vacuum tight- 
ness under extremely low absolute 
pressure drying procedures. The 
dryers are available in five chamber 
sizes. 


Hand Operated Label Gummers 


Where many small labels must be 
applied to a variety of containers by 
hand the King hand operated label 
gummer is offered by the Conner 
Co. A key-in-groove drive shaft con- 
nection permits lifting out of the 
glue pot and roller section of the 
small, compact machine to allow 
easy cleaning by simply rinsing in 
water. The makers point out that 
the machine is portable and is 
adapted to the stop and go type of 
manufacturing set up in that it can 
be moved along with the goods to be 
labeled throughout the manufactur- 
ing operation. The unit plugs into 
any light socket. The gummer it is 
pointed out is simple in operation; 
the controls consisting of a single 
on-off switch and the only adjust- 
ment necessary is to govern the 
amount of glue to be applied which 
can be done while the machine is in 
operation. Roller speed of the gum- 
mer is stated to be 90 ft. per minute 
which it is added allows two opera- 
tors to supply adhesive as fast as they 
can work. In this way between 30 
and 70 labels may be applied pet 
minute depending on the size of the 
label and the operator. The adhe- 
sive is aid to be applied evenly on 
any form of paper or thin flexible 
material in any size. Models are 
available to take labels and sheets 
up to 16 in. in width, 
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Label gummer in operation 
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NEW PRODUCTS AND PROCESSES 


Dowicide G Pellets 


Dowicide G, water soluble so- 
dium pentachlorophenate, germi- 
cide and fungicide, is now available 
in hard pellets comparatively free 
from dust according to the Dow 
Chemical Co., Midland, Mich. Dow 
engineers have developed this physi- 
cal change from flake to pellet to 
control the dust and facilitate han- 
dling the salt during its application 
to industrial and agricultural prod- 
ucts. The small cylindrical pellets 
are compressed to one-fourth the 
volume of the original flake. 


Synthetic Detergent 


A new synthetic detergent of the 
Alkyl Aryl Sulphonate type, Kame- 
nol D, has been introduced by the 
Kamen Soap Products Co., Inc. Ka- 
menol D is said to function well in 
either hard or soft water in white 
bead or slurry paste. It is active in 
low concentrations, is non-irritating 
to the skin, forms rich suds, has 
good dispersing properties and does 
not cake. 


Dermatological Astringent 


Reheis Co., Inc., is now offering 
a special dermatological astringent, 
Chlorhydrol (aluminum = chlorhy- 
droxide complex) in solution form. 
Aluminum chlorhydroxide com- 
plex is said to be less acid in solu 
tion than aluminum chloride o1 
aluminum sulphate, and is corre 
spondingly less corrosive. When 
used as an anti-perspirant it is 
stated to be less irritating to the 
skin and less destructive to clothing. 
it can be used without a buffer. The 
new solution contains 50 per cent 
solids. It is shipped in wax-lined 
oak barrels. 


Stearic Acid Process 


A method has been worked out in 
the laboratories of Andhra Univer- 
sity, India, for the manufacture of 
stearic acid of 100 per cent purity 
from indigenous vegetable fats. A 
yield of 47.5 per cent of crystalline 
stearic acid on the weight of the fat 
is obtained by saponifying the fat 
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Dowicide G pellets 


with alcoholic potash and decom- 
posing the soap by dilute sulphuric 
acid. The alcohol is recovered by 
distillation. The method is said to 
be simple, not involving the use of 
expensive and complicated pressure 
vessels for the hydrolysis of the fats. 


Filter Sheets 


Ihe Ertel Engineering Corp., an- 
nounces a new process for manu- 
facturing E Type Asbestos Filte1 
Sheets. This new process controls 
the calcium and iron content of the 
sheet and provides closer control of 
the filtered product. 





New Catalogs 


A bulletin, Compound G-4, has 
been issued by Sindar Corp., New 
York, N.Y. Typical formulas for 
the use of G-4, described as a po- 
tent fungicide and bactericide, to 
impart antiseptic properties to anti- 
perspirant creams, and to deodorant 
creams, powders, and colognes, are 
given, 

Additional uses are indicated. Cop- 
ies of the pamphlet, called Techni- 
cal Bulletin 48-6, are available. 


A comprehensive report on lith- 
ium hypochlorite has been _pre- 
pared by the Product Development 
Department of the Solvay Process 
Division, Allied Chemical and Dve 
Corp. It is designed to give prospec- 


tive users data on the chemical and 
physical properties of this material. 
Since lithium hypochlorite is not 
being made commercially, this re- 
port is intended for technical and 
research men as a guide to possible 
applications. A free copy may be 
obtained. 


Foster D. Snell, Inc., New York, 
N.Y., has made available reprints 
of an article on the evaluation of 
flavor and color. It is an outline of 
technic and methods used by panels 
in the evaluation of foods, - bever- 
ages, flavoring materials and _ in- 
gredients. 


A new 44-page caialog of essential 
oils, flavoring materials, aromatics 
and essential oils has been prepared 
by Polak’s Fruital Works, Inc. 


An eight page booklet titled 
“Four Ways of Doing an Export 
Business,” is available to executives, 
without charge, upon request to 
Exporter’s Digest. It comprises a 
series of export articles of interest to 
firms now starting, or considering, 
an export program. The articles 
cover four principal methods of 
conducting an export business un- 
der the titles: Exporting Directly 
from the Factory; The Indepen- 
dent Combination Export Manager; 
Selling Abroad Through Export 
Houses; and Eight Reasons for 
Forming a Subsidiary Export Com- 
pany. 


‘“Today’s Research Leads to To- 
morrow’s Success” is the title of a 
new wholesale price list for Aro- 
matic chemicals issued by Verona 
Chemical Co., Newark, N.]. 


A 16-page, two color illustrated 
catalog, “Insecticides, Raw Materi- 
als and Uses,” has been issued by 
the Insecticide Division of Orbis 
Products, Corp., New York, N.Y. 
Describing insecticide raw materials 
sold under the trade name Orbis- 
cide, the catalog covers in detail all 
of the company’s products for that 
industry. Copies are available upon 
request. 
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Proposed Trade 
Practice Rules 


The hearing for the proposed 
trade practice rules for the toilet 
goods industry was held February 
10, at the Federal Trade Commis- 
sion Building, Washington, D.C. 

The most important rule covers 
the use of demonstrators. Two plans 
were advanced. They placed the de- 
termination of proportionately 
equal service in this respect on the 
retailer’s sales or purchases. The 
plan calls for the substitution of 
other selling aids such as advertis- 
ing allowances, payment for display 
space, merchandising aids, etc., 
where the retailer cannot use a dem- 
onstrators services. Other subjects 
discussed covered: Misre presenta- 
tion, deception as to origin, imita- 
tion of trade-marks, character of 
business, use of the word “‘free,’ 
fictitious pricing, passing off of in 
dustry product as that of a compe ti- 
tor, defamation, commerci: ul brib- 
ery, obtaining a competitor *s confi- 
dential inform: ition, breach of con- 
tract, lotteries, coercion to fix prices, 
threats of infringement suits, selling 
below cost, and return of merchan- 
dise. 


Francois Goby Returns After 
Twenty-fifth Visit to U.S. 


Francois Goby, director of Tom- 
barel Freres, Grasse, France, arrived 
in the United States on the Queen 
Mary January 10 and returned on 
the same boat February 11 after 
completing his twenty-fifth visit to 
the United States. All of his time 
was _ with the Tombarel Prod- 
ucts Corp., the American company, 
where he conferred with the newly 
elected officers and made plans for 
the development of the company’s 
business in the United States. 

In discussing economic condi- 
tions abroad Mr. Goby stated that 


France is recovering much faster 
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than is generally believed. People 
are working hard and thanks to the 
aid given under the Marshall Plan 
agriculture and production are be- 
coming more normal, tending to- 
wards greater stabilization. Last years 





Francois Goby 


business was generally satisfactory 
for all Grasse houses. Due to the 
continuing lower level of prices he 
pointed out perfumers will be en- 





Jean Goby 


abled to use finer floral products 
more extensively in the manufac- 
ture of perfumes. 

Jean Goby, technical manager of 
Tombarel Freres, Grasse, France, 
who also has been in the United 


States since October 6 sailed for 
France on the Queen Mary January 


26. While here Mr. Goby spent the 
major portion of his time with the 
laboratory staff of the American 
company familiarizing them with 
new specialties offered. by the firm. 


French Publicizes 
Cosmetic Tax Repeal 


Miriam Gibson French is han- 
dling publicity for the Toilet Goods 
Association on the repeal of the 20 
per cent excise tax drive. 


City College Offers 


Merchandising Course 


The Evening and Extension Di- 
vision of City College School of 
Business is offering two 45-hour 
courses in Retail Sales Promotion 
and Merchandising and Manufac- 
turer and Wholesaler Operations in 
cosmetics and drugs. Both courses 
will cover such fundamentals as 
buying, pricing, promotion and ad- 
vertising. 

This training is offered with the 
support and cooperation of the 
Toilet Goods Association, National 
Wholesale Druggists Association, 
the National Association of Chain 
Drug Stores, and the New York 
State Pharmaceutical Association. 

Heading the new center will be 
Seymour B. Jeffries, former director 
of the New York State Beauty 
Trades Research Bureau. Mr. Jef- 
fries has served in various editorial 
capacities with: Beauty Trades Re- 
view, American Journal of Cosme- 
tology, Beauty Culture, and he is 
the author of Profitable Merchan- 
dising. 

Registration for both the retail- 
ing and wholesaling courses will re- 
main open until March 1, when 
classes will begin. The retailing 
course will meet Tuesday evening 
from 7 to 10 p.m., and the whole- 
saling course every Thursday eve- 
ning from 7 to 10, at the City Col- 
lege Midtown Business Center, 430 
West 50 St., New York, N.Y. 
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ADACIOM 
Meeting 


At the monthly meeting of the 
Associated Drug and Chemical In- 
dustries of Missouri, Inc., held Janu- 
ary 25, new officers and directors, 
elected for the year 1949, came to- 
gether. They are: President, Marvin 
Yates; first vice-president, Neal 
Draper; second vice-president, O. 
W. Rash; third vice-president, Paul 
Hein; secretary, John Mueller; and 
treasurer, Louis Lanz. 

Members of the executive com- 
mittee are: Franc Brada, H. L. 
Dahm, Charles S. Fox, George Ir- 
~ Morton Meyer, Gelen O'Neal, 

J. Stanley, Jr., Tom Tracy and 
Jack Varley. 

The following committee chair- 
men have been appointed: Jackson 
Case, House Committee; Charles 
Caspari, Jr., Legislative Committee; 
O. W. Rash, Membership; Neal 
Draper, Program; Joseph Wise, 
Publicity; Dewey Alfred, Summet 
Meetings; and ‘Tom Tracy, Trans- 
portation. 


Burton T. Bush, Inc. Becomes 
The Givaudan Corp. 


Effective January 1, the corporate 
name Burton T. Bush, Inc., was 
changed to The Givaudan Corp. It 
is the manufacturing company fon 
Givaudan-Delawanna, Inc. 


Dr. A. T. Frascati New President 
of Growing Perfumers’ Society 


Dr. A. T. Frascati, formerly of 
Firmenich & Co. has been elected 
president of the American Society 
of Perfumers. At the last meeting 
the following other officers also 
elected were: George Tombak, Aro 





Dr. A. T. Frascati 


matics Division, E. I. duPont de 
Nemours & Co., vice meee Wil- 


liam Barlow, Orbis Products Corp., 


secretary; and R. B. Houck, Dodge 
treasurer. New di- 


& Olcott Inc., 
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rectors to serve for three years were 
Basil Pegushin, Schimmel & Co. 
and W aldo Reis, van Ameringen- 
Haebler Inc. 

The retiring president, William 


< 





~~ 


George Tombak 


H. Dunney, Sr., Ungerer & Co., Inc., 
was elected as chairman of the 
board of directors. 





William Barlow 


In Mr. Dunney’s retiring speech, 
he gave a resume of the progress 
and “growth of the organization and 





R. B. Houck 


expressed his sincere gratitude fon 
the fine cooperation of the officers 
and members. 

Dr. Frascati in his acceptance 
speech pledged his whole-hearted 
cooperation for the further expan- 


sion of the organization and gave a 
brief summary on his ideas for ex- 
tending the scope of the Society. 

The remainder of the meeting 
was spent in discussing various ways 
and means of providing programs 
for the membership that would 
stimulate added interest. Many 
good ideas were brought forth. 

At the next meeting to be held 
February 16, Dr. Herman Goodman, 
physician, dermatologist, cosmetol- 
ogist, author and lecturer will give 
a talk on “Guesses on Odor and 
Odor Perception.” 

This meeting will be an open 
meeting to which friends of the 
members will be invited. These 
open meetings have created quite 
an interest in the essential oil and 
aromatic chemical industry and 
many of the high ranking officers of 
the various companies are regular 
attendants at them. 


Dr. Paul Muhlethaler New Head 
of Tombarel Products Corp. 


Dr. Paul Muhlethaler who has 
just been elected president and 
treasurer of ‘Tombarel Products 
Corp., New York, N.Y. has been as- 
sociated with the essential oil in- 
dustry in a technical capacity for 
over a quarter of a century. After 
taking his Ph.D. degree from the 
University of Geneva in 1925 he im- 
mediately became associated with 
the aromatic chemical and essential 
oil industry abroad. In 1941 he 
came to the United States. 

William S. Fairhurst, son-in-law 
of the late Louis J]. Zollinger, former 
president, who has been associated 
with the company since its incep- 
tion has been elected vice president. 
Howard Miller who also has been 
associated with the company since 





Dr. Paul Muhlethaler 


it was founded has been elected as- 
sistant treasurer. Alphonse Pillet, 
one of the popular men in the in- 
dustry continues as technical ad- 
visor. 
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PERFUMERY 
MATERIALS 


D & O can supply either the finest 

in raw materials or in perfume compounds, 
depending on the particular requirements 
of the creative perfumer. 


934 An Oriental in which a floral and a mossy note is blended 


AU 3750 The ideal dry and woody Oriental Perfume 


A The inodern and ever popular lively floral fragrance 


ltt te 


aaa 180 Varick Street « New York 14, N. Y. 
ATLANTA « BOSTON « CHICAGO « CINCINNATI « DALLAS « LOS ANGELES « PHILADELPHIA « ST. LOUIS e SAN FRANCISCO 


ERESSERTIAL OLS + AROMATIC CHEMICALS + PERFUME BASES* VANILLA + FLAVOR Bi 
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Export Sales Manager for 
Wirz on Three-Months Trip 


Grant L. Thrall, of Ballagh & 
Thrall, Philadelphia, Pa. Export 
Sales Manager for A. H. Wirz, Inc., 





Grant L. Thrall 


Chester, Pa., leaves by air this 
month on a three-months trip to the 
Far East. Mr. Thrall will concen- 
trate on strengthening the interests 
of his clients in India and the Philip- 
pine Islands. He will also visit Bel- 
gium, Turkey and Hawaii. In ad- 
dition to A. H. Wirz, Inc., Ballagh 
& Thrall act as Export Managers for 
twenty-six other manufacturers of 
industrial and consumer products. 


George Bell Speaks 
on Export Controls 


The International Trade Section 
of the New York Board of Trade 
met for lunch January 21 at the 
Boardroom. Guest speaker was 
George L. Bell, Associate Director, 
Office of International Trade, U.S. 
Department of Commerce, who 
spoke on Export Controls. 


NAIDM Plans Expansion 
and Change of Name 


The thirty-five year old National 
\ssociation of Insecticide and Dis- 
infectant Manufacturers, Inc., is 
considering a plan of reorganiza 
tion. The plan, worked out by the 
Executive Committee, headed by 
Leonard Oppenheimer, would call 
for the formation of five separate 
divisions, each with its own chair- 
man. These divisions would include 
(1) insecticides, (2) disinfectants and 
deodorants, (3) floor waxes and floor 
finishes, (4) soaps, detergents and 
sanitary specialties, (5) aerosol prod 
ucts. 

In order to more adequately de 
scribe the broadened activity of the 
new program a name change has 
been proposed. The one which ap- 
pears to find most favor is Chemical 
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Specialties Manufacturers Associ- 
ation, Inc. 


New Developments in Grasse 
Observed by Burton T. Bush 


With a background of 34 visits to 
Grasse, France since his first one in 
1910 which naturally have made 
him sensitive to any progress or re- 
cession, Burton T. Bush, president 
of Bush Aromatics Inc., New York, 
N.Y. had some interesting observa- 
tions on what is taking place there 
on his return January 24 from his 
last visit. 

“There have been rumors in the 
United States that the capitol of the 
perfumers’ floral domain was shift- 
ing from Grasse and being scat- 
tered to the four corners of the 
world,” he said. “I can say that if 
there is a semblance of truth in this, 
it must be based upon the wish 
rather than the fact, for a number 
of Grasse houses, as well as others 





Burton T. Bush 


located in the south of France, are 
making scientific progress, and as 
long as the manufacturers there see 
the necessity of replacing their old 
apparatus with new and modern 
equipment, it is difficult to visualize 
the industry there as one going 
backward instead of forward. 

“It was interesting to see a new 
absolute rose that approached that 
particular odor of the Bulgarian 
otto. One Grasse house has been 
working on this for three years, bas- 
ing its research on the idea of elim- 
inating odors in the Rose de Mai 
that have caused this difference. 
They have made excellent progress. 

“New approaches to the extrac- 
tion of the odor of the jasmin is one 
to give hope that this very necessary 
flower will soon give us that fine 
and lasting character we want to 
have, minus those attending by- 
odors that have made one absolute 
jasmin so different from its com- 
petitor. 

“Other products such as orris is 


commanding considerable attention 
from some of the Grasse houses. I 
saw a liquid orris that produced 
that fine odor of the powdered root 
and yet had the strength of irone. 
That is progress. 

“Gums and resinous substances 
have not been overlooked. One 
manufacturer has devoted a lot of 
time to the extraction of labdanum. 
It will certainly pay them; for by 
the process of elimination they have 
a product that gives that fine old 
wine odor of the labdanum so often 
obscured by other odors which cover 
its beauty. 

“Of course these are but a few of 
quite a number of products that are 
being studied from the point of im- 
provement and where the question 
of final yield has not been a serious 
one. 

“It seems that the Grasse people 
realize that their future will be 
measured by their ability to pro- 
duce finer products regardless of 
cost and if they continue this the 
effect on the whole perfume indus- 
try both in France and the United 
States will be noticeable.” 


Wesemann Elected President 
of Essential Oil Association 


H. P. Wesemann, vice-president 
of Fritzsche Brothers, Inc., was 
unanimously elected president of 
the Essential Oil Association of the 
U.S.A. at its annual business meet- 
ing, held January 7. 

Other officers are: Gerard J. Dan- 
co, Gerard J. Danco, Inc., vice- 
president; G. H. McGlynn, Magnus, 
Mabee & Reynard, Inc., secretary 
and treasurer. Members of the ex- 
ecutive committee are: F. J. Lued- 





H. P. Wesemann 


ers, George Lueders & Co., and Wil- 
liam Schilling, Jr., Norda Essential 
Oil & Chemical Co. Mr. Schilling 
has been past president, filling that 
ofhice for three years. Roy C. Schlot- 
terer is managing director of the 
association. 
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POPULAR 


With DEALERS and CONSUMERS there are no more 


popular packages than H-A OPAL JARS. A 


To DEALERS, they mean SALES! 
To CONSUMERS, they represent the quality of the product they contain! 
Small wonder, then, that these glistening, dignified, efficient / | 


jars are popular with progressive packers, too. 


ARE YOU USING THEM? HAZEL-ATLAS & 
, GLASS COMPANY 
Wheeling, West Virginia 
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Live Lamb Awarded at BIMS 
Annual Banquet 


A live lamb was awarded to John 
Rau as the outstanding BIM of 
1948 at the annual banquet of the 
organization in the New York Ath 
letic Club on the evening of January 
27. Joseph B. Scott was awarded the 
first member's prize and John Allen 
the first guest’s prize. Following the 
banquet the festivities were in 
charge of James Leyden who pro- 
vided an interesting professional 
and amateur entertainment. Both 
Mr. Leyden and Peter Forsman, 
chairman were largely responsible 
for the enjoyable time. Other prize 
winners were John Owens and John 
Kocswara. 


Scientific Meeting 
in May 


The next meeting of the Scientific 
Section of the Toilet Goods Associ 
ation, Inc., will be held at the Wal 
dorf-Astoria Hotel, New York, N.Y., 
May 19, 1949. 


George Wheeler 

Appointed by George Lueders 
George L. Wheeler has been ap- 

pointed to succeed the late William 

Kiefer to represent George Lueders 


& Co. Mr. Wheeler has been con- 
nected with Wyeth, Inc., and Sharp 
& Dohme during the past fifteen 
years. 


Cosmetic Credit Men Relax 
at Winter Party 


Informal gayety was the rule at 
the annual Winter party of the 
Drug, Cosmetic & Chemical Credit 
Men’s Association held in the Hotel 
George Washington, New York, 
N.Y. on the evening of January 21. 
The serious business role which 
characterizes the monthly meetings 
of the association at which much 
useful work is done in preventing 
credit losses, was cast aside and 
about 200 members and guests took 
part in the festivities. Following a 
cocktail party the banquet was held 
while the Red Coats entertained the 
group with instrumental and vocal 
music of a high order. 

During the banquet Nat Otte the 
popular group secretary introduced 
over the microphone a number of 
euests including Sherman D. War- 
ner, Richard Keyes, Irving Fried- 
man, Larry Booth, Charles Morri- 
son, William Dunn and Miss Doris 
Rich. Following this Chairman 
Charles F. J. Noble introduced in 
the same way all former chairmen 
present. Then on behalf of the 








Chairman Charles F. J. Noble presents 
Retiring Chairman Owen D. Clayton with 
a token of appreciation from the members 


of the association for his very good work. 


group he presented a leather busi- 
ness traveling bag to retiring Chair- 
man Owen D. Clayton as a testi- 
monial of appreciation for his con- 
scientious work on behalf of the or- 
ganization during the past year. 
Dancing followed until a late hour. 

Officers of the association for 
1949 are: Charles F. J. Noble, chair- 
man; Andrew F. Dragoset, vice 
chairman; John H. Alexander, 
treasurer; and R. Douglas Sheldon, 
Jr., secretary. Nat Otte is the group 
secretary. 





4 


1. Al Booth and V. L. Gumbracht enjoy the charming company of Miss Clare Gincel and Miss Beth Fairclough. 2. Nat Otte and Larry 
3. “Home Run” Wesley Foster listens grimly to a Dodger fan’s predictions while Mrs. 


Booth exchange views on the business outlook 


Foster smiles. 4. Louis Candee, §. Felsen and Ray Stetzer ponder the imponderables of the newer evening gowns. 5. Herbert Kranich 
delights Mr. and Mrs. Sherman Warner with a timely anecdote. 6. The Three Musketeers: Ed Kavanagh, Joseph Wafer and L. J. Kavanagh. 
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ROSE 131 The true aroma of natural rose petals can 


be imparted to your creams, lotions and toilet waters with this 
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new aromatic — a product of Verona research. 


Stable, lasting, free from discoloration, it may also be used as 
an ingredient in the compounding of other odors to add sweetness 


and enhance the floral effect. 


Though moderately priced, it will add tone and quality to 


. LL TT 
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your product. 


RESEDALIA A single chemical having the note 


of Reseda Mignonette. 


Clean, fresh, stable, it blends well with the lonones to give 


Se 


an interesting note to many types of perfume. 


The neiut ells the product 


OTHER VERONA SPECIALTIES INCLUDE: 


CYCLAMAL AMUSKAL 
FLORANOL IONONE KETONE | 
METHYL IONONE ROSANOL 
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Jaffin Made Assistant 
Manager by S. B. Penick 

S. B. Penick & Co., New York, 
N.Y., has announced, the appoint 
ment of Joseph M. Jaffin to its execu- 





Joseph M. Jaffin 


tive staff. Mr. Jaffin has been as- 
sociated with production and man- 
agement in the cosmetic field fon 
more than twenty years. He will act 
as assistant manager of the Essential 
Oils Division with the company. 


Dodge & Olcott Opens 
Three Branch Offices 


The opening of branch offices in 
Atlanta, Dallas and Cincinnati last 
month has been announced by 
Dodge & Olcott, Inc., New York, 
N.Y. Managers of the new offices 
are: Dallas, William A. Kissel; At- 
lanta, Earl W. Kersten; and Cincin- 
nati, Thomas F. Callahan. 


A 


The Dallas office territory in- 
cludes Arkansas, Oklahoma, Texas 
and Louisiana, except the city of 
New Orleans. The territory covered 
by the Atlanta office includes Ala- 
bama, Georgia, Florida, Mississippi, 
North Carolina, South Carolina, 
New Orleans, the Eastern half of 
Tennessee, the Southwestern section 
of Virginia and part of West Vir- 
ginia. The Cincinnati territory em- 
braces Ohio, Kentucky, Central 
Indiana, Michigan, exclusive of the 
Upper Peninsula, part of Canada 
and the Western section of West 
Virginia. 


William Meeks 
Represents Flearoma 


Fleuroma, Inc., New York, N.Y., 
has appointed William F. Meeks as 
salesman in the New York metro- 
politan district, and the states of 
New Jersey, New York, and Pennsy1- 





William F. Meeks 


vania. During the war Mr. Meeks 
saw service in the Southwest Pacific 
area. 


Ben Ostroff Represents 
F. Ritter & Co. 


F. Ritter & Co., Los Angeles, 
Calif., has announced the appoint- 
ment of Ben Ostroff as Pittsburgh 





Ben Ostroff 


representative. Mr. Ostroff will 
cover Western Pennsylvania, East- 
ern Ohio, and West Virginia, visit- 
ing extract manufacturers, beauty 
supply houses and cosmetic manu- 
facturers in behalf of the Ritter or- 
ganization. 


Max Factor Opens 


New Office 


The Max Factor Co. opened its 
new Eastern and mid-Western of- 
fice last month in the Mandel-Lear 
suilding, 425 North Michigan Ave., 
Chicago, Ill. Bruce Culbertson and 
Lee Rosese will handle company op- 
erations. 





The 52nd Annual Banquet of the Foragers of America was held at the New York Athletic Club, January 8. Addresses were made by Walter 
Conklin, chairman, and Stanley Park, president. Guest Speaker was Charles A. Pennock, president of Hudnut Sales Co., and president of 


of the T.G.A. Newly elected officers are: 
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irthur Connolly, president, Walter Rochelle, vice-president, and Albert Bradley, secretary. 
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Congratulations, sir! Your bandaged 
beak is a badge of honor! 


It’s a symbol of service . . . a sure 
sign that you, like most of us these 
days, have been keeping your nose 
to the grindstone— working your 
hardest just to keep your family liv- 
ing the way you want them to live. 

But what of the future? Your nose 
can’t take it forever. Someday you'll 
want to retire, to follow the hobbies 
and take the trips and do the things 
that you’ ve always dreamed of doing. 

That’s going to take just one thing 


— MONEY! And will you have it 
when you want it? 


You will if you’re buying U. S. 
Savings Bonds automatically—on the 
Payroll Savings Plan where you 
work, or on the Bond-A-Month Plan 
at your bank. 

With either plan, you’re heading 
for real financial security. Month 
after month, regularly as clockwork, 
your money is saved for you. 

It’s just about the easiest, surest, 
fastest way of building financial se- 
curity that anyone ever dreamed up. 


And with U. S. Savings Bonds, you 
make money while you save it. Every 
$75 Bond you buy today will be 
worth $100 in just 10 years! 

Of course, you can always buy 
Bonds at any bank or post office. 

But the best way, the sure and 
steady way, is to buy ’em automat- 
ically! 
Start doing it now! Keep on doing it! 
And in no time flat, you’ll find that 
you're well on your way to a perma- 
nent separation of nose and grind- 
stone! 


AUTOMATIC SAVING IS SURE SAVING-U.S. SAVINGS BONDS 


Contributed oy this magazine in co-operation with the Magazine Publishers of America as a public service. 
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Yardley Buys 
Jersey Plant Site 


Yardley of London, New York, 
N.Y., has contracted to buy from 
Bernard Vihl 10.8 acres of land in 
Clifton, N.J., as the site for a new 
$1,500,000 factory. Building will 
begin in June. Plans are said to be 
made for a one-floor plant to con- 
tain 200,000 square feet of space. 


Dreyer Releases 
Violet Viocyclenes 


P. R. Dreyer, Inc., New York, 
N.Y., has announced the release of 
Violet Viocyclenes for general use 
to the trade. 


Optimism Voiced at 


MMA&R Meeting 


“Putting Know-How to Work,” 
was the keynote of a_ three-day 
gathering of representatives of Mag- 
nus, Mabee & Reynard, Inc., New 
York, N.Y., held January 7-9, at the 
Hetel Warwick, New York, N.Y. 
Percy C. Magnus, president, told the 
assembly of more than 100 repre- 
sentatives that the business outlook 
was good. The gathering was under 
the general direction of Arthur H. 
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Percy C. Magnus, president, surveys members at banquet during a three-day sales con- 
ference held at the Hotel Warwick, New York, N.Y., by Magnus, Mabee & Reynard, Inc. 


Downey, assistant vice-president and 
technical director. 

Four guest speakers were heard 
during the sessions. Morris I. Pickus, 
president of The Personnel Insti- 
tute, Inc., spoke on “How to Win 
an Argument Without Arguing.” 
Dr. Robert R. Fulton, Chief of the 
New Products Research and De- 
velopment Section of Armour & Co., 
chose “Flavoring Food Products— 
An Art and a Science” as his subject. 
William T. Allen, president of The 
Bodeker Drug Co. spoke on ““Whole- 


a natural 


fragrance 


Perfumes with 


COUMARIN 


Your very finest perfumes deserve this 

finest of natural products. Our Resinoine Incolore 
Feves Tonka- a colorless extraction of 

the Tonka Bean - will give your perfumes 

the body and fragrance that only the 


natural product can impart. 


A very small amount of this inimitable 

Resinoine will enhance your perfume with a 
new ...a distinctive... 
and see what a difference it makes. W orking 


samples will be dladly submitted. 





























sale Drug Trends—1949.” Sidney 
Matthew Weiss, a partner in A. W. 
Lewin Co. discussed the company’s 
advertising program. 


A 
Correction 

A recent issue of THE AMERICAN 
PERFUMER carried a news item on 
“Split Lanolin.” It contained the 
statement that “the unsaponifiables 
run to 9 per cent.” The correct 
figure is 97 per cent. 


character. Try it 
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By integrating the results of field work, 
factory, laboratory and literature Dr. 
Guenther and his colleagues have been 
able to give you this up-to-date, all-inclu- 
sive work. 


CHAPTER I—THE ORIGIN & DEVELOPMENT OF THE ES. 
SENTIAL OIL INDUSTRY. By George Urdang. The Beginning; 
From the 16th to the 18th Century; Modern Development; Pro- 
duction of Essential Oils in the United States of America; Gen- 
eral Principles of Present Day Essential Oil Production. 
CHAPTER II—THE CHEMISTRY & FUNCTION OF ESSEN- 
TIAL OILS IN PLANT LIFE. By A. J. Haagen-Smit. The Chem- 
istry of Essential Oils; The Origin of Essential Oils; The Fune- 
tion of Essential Oils in Plants. 


CHAPTER III—THE PRODUCTION OF ESSENTIAL OILS: 
METHODS OF DISTILLATION, ENFLEURAGE, MACERA- 
TION, AND EXTRACTION WITH VOLATILE SOLVENTS. By 


Dr. Ernest Guenther. 


A. DISTILLATION OF ESSENTIAL OILS. Treatment of the 
Plant Material; General Methods of Distillation; Equip- 
ment for Distillation of Aromatic Plants; Practical Prob- 
lems Connected with Essential Oil Distillation; Hydro- 
distillation of Plant Material at High and at Reduced Pres- 
sure, and with Superheated Steam, Field Distillation of 
Plant Material; Rectification and Fractionation of Essential 
Oils, Hydrodistillation of Essential Oils at High and Re- 


duced Pressure, and with Superheated Steam. 


For Quick Delivery of This Valuable Book 


MOORE PUBLISHING CO., Book Dept., 9 Kast 38th St 
New York 16, N.Y. 


Please send me 


Check (or money order) for $6.00 per copy enclosed 


Name .. Position 


RN i 0 or ee i ee oe oe ke eee Company 
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Volume I of THE ESSENTIAL OILS 


tire subject of essential oils, synthetics and isolates up to date. 


THE ESSENTIAL OILS 


BY ERNEST GUENTHER, Ph.D. 
Vice President and Technical Director of Fritzsche Brothers. Inc., New York, N. Y. 


WITH THE COLLABORATION OF LEADING EXPERTS. Volume I Now Ready! 


SEORREEEEEEOREEEEEEODEOESEDEEEESEDOOSEEROEEEEEROLOREGROREROESSDECEEESEOUORRENEOORORODOEESSOOROSESURUESEORCEOSEESCUSSSSSCCOGEEORGRESESORCERRERORGHEEEOREREERCREEEOEES 


copies of Ernest Guenther’s THE ESSENTIAL OILS, Vol. I. 


City Zone ; LED Gudahaatakeeeoe 


SNOREOREREEOROEEEEERECEESEOOEOHERERUCEESECRSOREROROEOESOEROSEODDERERRUOOOEERECEREREROOCESERORCOEESEREESEDECORRERORCGEEROEDOGEOGESCOREEOOEERT 


first in a series of volumes that at last brings the en- 


$6.00 POSTPAID 


B. NATURAL FLOWER OILS. Extraction with Cold Fat (En- 
fleurage)—Preparation of the Fat CORPS, Enfleurage and 
Defleurage, Alcoholic Extracts, Absolutes of Enfleurage, Ab- 
solutes of Chassis; Extraction with Hot Fat (Maceration) 
and Extraction with Volatile Solvents—Selection of the Sol- 
vents; Apparatus of Extraction; The Evaluation of Natural 
Flower Oils and Resinoids. 

C. CONCENTRATED, TERPENELESS AND SESQUITER- 
PENELESS ESSENTIAL OILS. 


CHAPTER IV—THE EXAMINATION & ANALYSIS OF ES. 
SENTIAL OILS, SYNTHETICS, AND ISOLATES. By Edward 
E. Langenau. Introduction; Sampling and Storage; Determina- 
tion of Physical Properties; Special Tests and Procedures; De- 
tection of Adulterants; A Procedure for the Investigation of the 
Chemical Constituents of an Essential Oil. 


APPENDIX—Use of Essential Oils; Storage of Essential Oils; 
Tables of Boiling Points of Isolates and Synthetics of Reduced 
Pressure; Conversion Tables. 
You will find Volume I indispensable for 
complete, up-to-date information on_ the 
Chemistry, Production and Analysis of Es- 
TOR 
USE sential Oils. Well-indexed for convenient 
reference. 448 pages, illustrated. Priced at 
$6.00 postpaid. 


THIS 


COUPON 


TODAY 





These experts collaborated with Dr. 










Guenther in preparation of Volume 





A. J. HAAGEN-SMIT, Ph.D., pro- 
fessor, Bioporganic Chemistry, Cali- 





fornia Institute of Technology, Pasa- 
dena, Calif. 


EDWARD E. LANGENAU, B.S., Di- 
rector of Analytical Laboratories, 
Fritzsche Brothers, Inc., New York, 
N.Y. 


GEORGE URDANG, Ph.G., D.Sc. 
Nat., Se.D., Director, American In- 
stitute of the History of Pharmacy, 
Madison, Wisc. 


Succeeding volumes will be devoted 
to the individual oils, their chemical 
constituents, botanical and _ geo- 
graphical origin, specific methods of 
production, physiochemical proper- 


SUCUESEOCESCESOCESERECSESDRROSEERSORDOEOSSSSOROGERROGESGRS OBOE ROREEEOEEOREOE 


ties, assay and use. 
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Purely Personal 


JOHN H. BRECK, INC., Spring 
field, Mass., has become a membei 
of the American Fair Trade Coun- 
cil. 


The latest colors for nail enamel 
by REVLON are Scarlet Poppy, 
Ripe Pimiento and Toasted Chest 
nut. 


CHARLES MYERS, formerly ol 
Dodge & Olcott Inc. is now asso 
ciated with S. B. Penick & Co. 


KATHLEEN MARY QUINLAN 
is offering a special on Hormone 
Cream and Cremey Foundation 
Lotion, a regular $3.00 value, fon 
$2.00. 


R. L. PERIN, formerly central 
division sales manager of Continen 
tal Can Co., New York, N.Y., has 
been made general sales manager, 
with responsibility for the sale of 
metal containers in all three domes- 
tic metal container divisions of the 
company. 


CUTEX Nail Brilliance is avail 
able in two new deals. 


FREEMAN P. SFROUP, now in 
his fiftieth year of teaching at the 
Philadelphia College of Pharmacy 







THREE FULLY EQUIPPED 
PLANTS TO SERVE YOU 
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Helene Curtis Industries, Inc., has completed the removal of its offices and factory to a 


new location at 4401 W. North Ave., Chicago, Ill. The company’s new home, is a four- 


story building, fronting a long city block, 


1 situated on a 15 acre industrial site. Pro- 


duction and office Space is in excess of 325 000 square feet. 


and Science, will be the guest ol 
honor at the mid-Winter reunion 
dinner of the Alumni Association of 
the College on February 23. 

VEBIDA is now presenting its 
new instant foam Creme Shampoo 
with lanolin. 


JAMES H. HALL has joined the 
Oxzyn Co. in charge of technical 
sales, product improvement and 
plant operation. 


MOLDED CLOSURES 
AND PACKAGING 


AR-EX COSMETICS has an- 
nounced a_ wave-set, free from 
Karaya gum. It is available in 
scented and unscented form. 


JACK C. LEEDS, general man- 
ager of Dr. Alexander Katz & Co., 
Los Angeles, Calif., has been elected 
secretary-treasurer of the Associate 
Members of the California Cosmetic 
Association. Mr. Leeds will also 
serve on the Board of Trustees for 
the same Association. 





MACK PLASTIC 







SPECIALITIES 





STANDARD SIZES DELIVERED FROM 
STOCK — FAST SERVICE ON CUSTOM 
PACKAGING AND SEALS 


Count on MACK for quick delivery 
of molded closures — in all sizes and 
in any quantity. Choose from an in- 
teresting variety of modern stock 
designs. And for special packaging 
ideas, consult MACK technicians. 
Their sales-proved experience cover- 
ing products of every kind is avail- 
able to you without obligation. Sam- 
ples of closures and prices sent on 
request. Just call or write Mack 
Molding Company, Inc., 160 Main 
Street, Wayne, New Jersey. 
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* 
CREAMS 
* 
LIPSTICKS 
* 
PERFUMES 
* 
COLOGNES 
* 
FACE POWDER 
* 


TOILET SOAPS 


* 


P. enfume O:b of 
Quality and 


O,iginality 
dsy 
Ph. Chaleyer, Ine. 


160 East 56th St. New York 29, N. Y. 
PLAZA 3-8618 
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a matter of proportion 


Just as true beauty is based on pleasing proportions, so 
the true success of a cosmetic depends on 
the correct proportioning of all its ingredients. 


The responsibility for the formulation of a successful 
product lies with the cosmetic chemist. He is 

qualified to assume that responsibility only if he possesses 
a special combination of imagination, skill, experience 
and basic chemical knowledge. 


For over 40 years we have applied these principles toward 
solving the problems of our private brand customers 

in the conviction that sales appeal depends on 

product appeal. They have acknowledged the success of 
this business formula time and time again. 


May we apply these same successful methods toward 
the solution of your product problems? 


, : T 7 
ALIEVAER 
MANUFACTURING COMPANY 


9210 BUCKEYE ROAD CLEVELAND 4, OHIO 


Manufacturers of Private Label Cosmetics 
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Obituary 


Dr. Samuel Isermann 


Dr. Samuel Isermann, president 
of Van Dyk & Co., manufacturers of 
perfumery and cosmetic raw materi- 
als, Belleville, N.J., died February 1, 
in San Antonio, Texas, enroute to 
his Winter home in Tucson, Ari 
zona. He leaves a wife and daughter, 
as well as several sisters. 

Dr. Isermann was an outstanding 
figure in perfumery and cosmetic 
circles, where his profound know! 
edge of raw materials and of the fon 
mulation and manufacture of toilet 
articles, as well as of their physio- 
logical and other properties was re 
garded with deep respect. He was a 
pioneer in the manufacture in this 
country of organic chemicals, in- 
cluding raw materials for perfumes, 
dyes, etc. He was an ardent propo 
nent of the self-sufhciency of the 
United States from a_ chemical 
standpoint. At considerable finan 
cial sacrifice to himself, he, togethe 
with the late Francis P. Garvan, 
founder of the Chemical Founda 
tion, spearheaded the fight that en 
abled the, at that time, infant 
American chemical industry to re 


WHITE OIL 


This oil has been the standard for many of America’s very 
oldest cream manufacturers since their origin. It is water- 


white and crystal-pure . . . odorless and tasteless . . . of 


tain the foothold that it had gained 
during the First World War, and to 
eventually consolidate this into the 
present world-wide supremacy of 
the industry, Among other compa- 
nies which he developed and in the 
management of which he was ac- 
tively associated are: Patent Chemi- 
cals, Inc., Paterson, N.J., manufac- 





Dr. Samuel Isermann 


turers of gasoline dyes; Synthetic 
Chemicals, Inc., Paterson, N.]., 
manufacturers of wetting and deter- 
gent agents; Summit Chemical 
Products Corp., Belleville, N.]., 
manufacturers of ammonium thio- 
elycolate. 


U.S. P. Acid Test and free of fluorescence . . . especially 


refined for the cosmetic industry and as pure as a mineral 
oil can be made. Because of its extra lightness you should 


specify it for the soft, light, fluffy creams demanded today. 


Other mineral oils of heavier body if desired. 





To his host of friends throughout 
the country, Dr. Isermann will be 
remembered for his wide range of 
interests, his open-mindedness, his 
frankness in expressing his opinion, 
his generosity in freely sharing his 
wide technical knowledge, and 
his hospitality. 


Thomas L. Leeming 


Thomas L. Leeming, vice-presi- 
dent and a director of Thomas 
Leeming & Co., New York, N.Y., 
died in Delray, Fla., January 3, at 
the age of 44. 


Charles A. Anderson 


Charles A. Anderson, traffic man- 
ager in the E. R. Squibb & Sons of- 
fices in Brooklyn, died December 
26 at the age of 63. He had been 
with Squibb for twenty-seven years. 


La Verne L. Leader 


La Verne L. Leader, owner olf 
Leader Cosmetics, Rochester, N.Y., 
died December 20. Mr. Leader or- 
ganized the business in 1915. He 
is survived by his widow and two 
sisters. 





PLYMOUTH PETROLATUMS U.S. P. 


All Petrolatums are refined and straight filtered from 


Pennsylvania Crude. None are acid treated and all are 


long fiber and of U.S.P grades. 


Both soft, low melting point consistencies and pharma- 
ceutical grades .. . 


as well as the regular grades for 


the drug and cosmetic industry. All grades are offered 


from Snow White to Amber. 


A Complete LINE OF COSMETIC RAW MATERIALS 


On Ae tL 
y 





and PLYMOUTH ORGANIC LABORATORIES, Inc. 
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We invite YOU to see our 16 mm 


cosmetic commercial film 


BASIC MATERIALS 


“YOUR FACE IS YOUR FORTUNE™ 





This picture has been selected by Eastman Kodak 
to demonstrate the possibilities of their new color | 
medium. 


For screening arrangements contact . 
ilac Vert 


KELLERMAN—BRACKETT 


ilac Blanche 


ilac Supreme Creators and producers of entertaining promo- | 
tional motion pictures— pictures the public wants ; 
for the drug and cosmetic | 
to see, i 
manufacturer who is looking : 
280 West End Ave., New York 23, N.Y. 
for low cost perfume, toilet water 


and colognes of high odor value. 


Samples and information gladly 


| 


urnished upon 


request 











|||||| 136 Liberty Street 
| | | | New York 6,N. Y. 


65 photos and diagrams, some full page size, showing 
our complete line of Stainless Steel Equipment, numer- 
ous plant installations, design variations, application ' 
and performance data. Write Alsop Engineering Corp., 
402 Rose Street, Milldale, Conn. } 


ALSOP ENGINEERING CORPORATION 


Filters, Filter Discs, Pumps, Tanks, Mixers, Agitators 





You'll want this New, Fact-filled Book. It contains over | 
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MARKET REPORT 






Tight Supply of Synthetic Glycerin 


PP HEdownward price trend in the industrial alcohol mar 

ket was extended and current selling schedules named 
by major producers are over 50 per cent below the quota- 
tions prevailing early in November or just prior to the 
time the downward curve in selling schedules started. 
The most significant development in the market was 
the sharp reduction noted in the price of specially dena- 
tured 23H. While other grades were being slashed by 14 
cent to 3 cents a gallon, a single reduction of 714 cents a 
gallon was made in this particular formula. Such a de- 
velopment was attributed to a desire on the part of cer- 
tain producers to recapture the gallonage lost to other 
materials in the proprietary field. Unfortunately, how- 
ever, a fair portion of the gallonage had been recaptured 
by alcohol producers shortly after the war. 


ADVANCE IN LEMON OIL PRICES 


Other major price developments in the raw materials 
market included an advance of 25 cents a pound in Cal- 
ifornia Exchange brand lemon oil, an upward trend in 
the better known brands of Italian lemon, and reduc- 
tions in oils cananga, crude birchtar, spearmint and in- 
dependent brands of California orange. 

After displaying early indications of weakness, men- 
thol turned firmer and at the close of the period under 
review there was a wide price spread between shipping 
prices from Brazil and the quotations ruling in this mar- 
ket ‘for spot goods, The complete reversal in the down- 
ward trend of the local market was attributed to the 
smallness of available stock here. The mild weather over 
the past few months served to discourage buying but 
trade factors agreed that the time was at hand when sud- 
den spurts in activity could develop and that stocks here 
were hardly sufhcient to meet such demands. Future 
prices were not taken too seriously since the goods would 
arrive rather late in the consuming period to have any 
real affect upon the market. Incoming shipments of 
menthol from Brazil and China have been running well 
below the quantities arriving this time a year ago. 

It was fully five months ago that the movement of syn- 
thetic glycerin had been expected to get underway in suf- 
ficient volume to relieve the exceedingly tight supply po- 
sition here, and result in a possible reduction in prices 
of natural material. Although the bulk of the January 
shipments of synthetic glycerin were scheduled to move 
in the last half of the period the movement failed to 
prove of sufficient volume to alter the overall price 
structure of the market. 

Stocks of natural glycerin have been running at close 
to ten million pounds below what might be regarded as a 
safety margin. If it were not for the threat of cheaper syn- 
thetic material coming into the market in increasing 
amounts an unusually strong situation would prevail. 
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Citrus oils moved to the front in the general list of es- 
sential oils because of the advance in Exchange brand 
California lemon oil and the extended period of unsea- 
sonably cold weather in California which resulted in con- 
siderable speculation as to what effect it would have upon 
the production of both lemon and orange oils. It was 
first believed that the increase in lemon oil was caused 
by the cold weather in California but later advices indi- 
cated that the Exchange increased its price because of 
higher costs and a firmer trend in Italian lemon oil. 

The trend in California orange oil prices was different 
than in lemon oil however. The colder weather served to 
make more fruit available for pressing and independent 
producers immediately took advantage of the situation 
to lower their prices in an effort to meet competitive con- 
ditions in the market created by the low prices at which 
Florida orange was being offered. 

While the situation in oil peppermint remained steady 
throughout the period, the continued absence of any real 
buying support served to bring about further selling 
pressure in spearmint. Quotations on the latter declined 
to a new low level. Country prices on peppermint ceased 
to yield to buyers’ bids and local prices assumed a degree 
of firmness. Among the aromatic chemicals, citral and 
the ionones were featured by a generally improved tone 
in keeping with the recent reversal in the downward 
trend in the basic material. 

Thymol is in a better supply position with deliveries 
being made more promptly than at any time since the 
war. 

Spot prices on gum tragacanth were subject to shading 
and because of an inactive demand, gum arabic prices 
were shaded to a level that was said to be far too close to 
replacement costs. The position in Sumatra benzoin gum 
bears close watching. The local market has been influ- 
enced by the presence of low cost material for many 
weeks but some trade observers have become extremely 
bullish regarding the longer term outlook since condi- 
tions in the primary source are so upset that it is virtu- 
ally impossible to make any predictions regarding re- 
placements. 


COST OF BASIC CHEMICALS UP 


Virtually all basic chemicals namely caustic potash, 
carbonate potash and the alkalies are costing more than 
they did a year ago and aromatic solvents are likewise in 
a decidedly firm position. Prices on toluol, benzol, and 
xylol are all firm with the supply and demand well bal- 
anced. 

The trend in isopropyl alcohol was downward because 
of the competitive situation in ethyl alcohol. Toward the 
close prices on isopropyl alcohol were reduced 4 to 5 
cents per gallon. 
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From Germany’s Best Literature on 









COSMETICS and PERFUMERY 





Reprints of Basic Books 











Winter, Riechstoffe und Parfumierungstechnik $ 9.00 






Miiller, Internationaler Riechstoff-Kodex (origi- 


nally published in 1942) $ 9.00 











Gerhardt, Das Komponieren in der Parfiimerie $12.50 


Hoffmann (Mann), Die moderne Parfumerie $10.00 


are now available 


Other titles on 


OILS AND FATS 






are listed in our Catalog, a copy 






of which will be sent upon request. 






J. W. EDWARDS 


Ann Arbor, Michigan 











| 
| 
| Allen’s Commercial Organic Analysis, Vol. IV on 
| Perfumes and Essential Oils .................. $10.00 
| American Soap Maker’s Guide (Meerbott & Stan- 
END? Rashabnbedncdasae bisieneacuiarakalus ku 7.50 
; Chemical Formulary (Bennett) Vol. VII ........ 7.00 
| Chemistry and Manufacture of Cosmetics (de Na- 
| PD.  “Stsdddanchbncen denen inieeeasbahenres 9.00 
| Commercial Methods of Analysis (Snell & Biffen) 6.50 
Condensed Chemical Dictionary ................ 12.00 
; Cosmetic Dermatology (Goodman) ............. 7.00 
| Cosmetics and How to Make Them (Bushby) ..... 3.00 
| Drug & Specialty Formulas (Belanger) .......... 6.00 
| Emulsion Technology—a symposium ............ 6.50 
i The Essential Oils (Guenther) Vol. I ............ 6.00 
! Pee IO RNIND: k5k Sinks adbRaeANoReaSOKewaen 3.00 
| Henley’s 20th Century Book of Formulas, Proc- 
ES a Te IS obi b.56inn bn 005000000000% 4.00 
| How to Make and Use a Small Chemical Laboratory 1.00 
Introduction to Emulsions (Sutheim) ........... 4.75 
The Law of Foods, Drugs & Cosmetics (Toulmin) 
One large volume, 1460 pages ................ 17.50 
Marketing Drugs & Cosmetics (Bader & Picker) .. 5.00 


| 
| 
i 
| 
| 
Book Department: 
| 
| 
: 
| 
+ 
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CYCLONOL 


CHARACTERISTIC ODOR and 
COOLING EFFECT OF MENTHOL 


Cyclonol is chemically 1-methyl-3-dimethyl-cyclohexanol- 
(5). Graphically the structural formula is given in Fig. 
1. It may be considered a lower homologue of sym- 
metric or meta Menthol which has the structural formula 
shown in Fig. 2. 


CH3 H 
CH3 H : 
al a 
H2C CHe HeC CHe 
HO - HC C= (CH3)2 HO°HC . 
c= (CH3)2 
CHe CH: 4H 
FIG. 1 FIG 2 
Cyclonol replaces Menthol satisfactorily in shaving 


creams and lotions, liniments, analgesic balms, ointments 
and similar preparations. It has also been accepted by 
the U. S. Treasury Department as a Denuturant for 
alcohol in place of Menthol U.S.P. 


W. J. BUSH & CO., INC. 


LICENSED DISTRIBUTORS 
11 EAST 38th ST. 


WE CAN SUPPLY the FOLLOWING BOOKS 


Modern Cosmeticology (Harry) ............-+.. 12.00 
Modern Cosmetics (Thomssen) ................-- $ 8.00 
Motional Posmimlary, VIEE cic ccccccvccsvvcveess 7.50 


Natural Perfume Materials (Naves and Mazuyer) 6.75 


Perfumes, Cosmetics & Soaps (Poucher) 


Vol. I Raw Materials Dictionary ............. 8.00 
II Production of Perfumes ............... 8.00 
III Treatise on Cosmetics ................. 7.00 
Perfumes & Spices (Verrill) ........ccccccsceess 3.50 
Practical Emulsions (Bennett) .................. 8.50 
Practical Flavoring Extract Maker (Kessler) water 
IN gio vain ee do ne hansen wa usaa sures 2.00 
Principles & Practice of Beauty Culture (Wall) .. 6.00 
Science & Art of Perfumery (Sagarin) .......... 3.00 
NSS TUROOE KE ITY) i.nvcccenvcccccccccvevce 6.50 
I IN 5G 5 iii cscawanscnseeee eve 4.00 
rr 2.00 
Synthetic Food Adjuncts (Jacobs) .............. 5.50 
he SG TREY Koss. bv ne eveeveowdscoscses 20.00 
D. Ds WOUMARENOUIE, HERE ccccrevccceseevencees 8.00 


Foreign postage extra 


MOORE-ROBBINS PUBLISHING CO. 
9 E. 38th St., New York 16, N. Y. 


, 


NEW YORK 16, N. Y. 
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PRICES IN THE NEW YORK MARKET 


SUDUREDAASEEVOGEEOOAUPOOEOREUAOEAAUEROUEEOAOOEGOERODEANUEDEADEUAUERUOEEOUEEEDOROUOREEU OREO OENEDEOEA PDEA EREAEODEEEEODEUAEEOUORROD OREO OREO REAAOEROOOREUORGUEREUORROURUAOOOUAOEEAUOEOODERED ERED ERAODEAOOOROODRGUOOREUOROUDDRAUEEAOOROOORDAODSAOGEREOOAEOUEGUODOOUSOOOOREUOEROOODOGODOUSOGUERUOSEOUOROUUEEUOEAOD OOOO DEOOOERUOUROGOROCOOROOONE 


(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 


ESSENTIAL OILS Citronella, Ceylon ........ 80@ 1.00 Cis ca cenwacedKeds 30.00@ 37.00 
DR cicawannds pkweegeen 1.25@ 1.75 ee 340@ 3.85 
Cloves, Zanzibar .......... 115@ 1.30 EN -edavceceucxea: 135@ 1.65 
Ce vadccdcucceances 38.00@ 45.00 CA ON ac vecccseceune 100@ 1.75 
DEE. ckcavewndweads 8.50@ 12.00 OS Sere oe 70@ ~~ «80 

Almond Bit, per lb. ....... 4.90@ 5.00 eee er 4.80@ 5.25 Orris Root, abs. (0z.) ..... 135.00@ 
PE Ki cosddvevevences 4.50@ 5.25 GD a dececcckiccwaeunke 6.25@ 6.75 oS rere 36.00 Nom’ 
Sweet True ............. 80@ 85 ME vedccwccas uence 8.00@ 8.60 Pennyroyal, Amer. ........ 3.25@ 4.10 
Apricot Kernel ......... 50@ 58 EY cn cvsdesducoennes 2.50@ 2.85 POI i stivcccccneaus 2.50@ 3.00 
Amber, rectified .......... Nominal ESE 70@ 1.00 Peppermint natural ....... 6.50@ 6.75 
Angelica Root ........... 120.00@ 150.00 a errr 3.00@ 3.75 DE hac dcceascse 7.00@ 7.25 
re ee ee keen vuneees 85@ 1.00 Geranium, Rose, Algerian . 11.00@ 14.00 WON i. 6 cae iedenendse 2.85@ 3.50 
MOU cccxwneaecssnieeer 110@ 1.50 Ns coc cuvud canndes 10.00@ 12.00 Pimento Berry ........... 4.85@ 5.25 
Dn divekevecsvnenaweuees 135@ 2.50 1 | RRR ES 6.50@ 7.85 Pinus Sylvestris ........... 3.00@ 3.50 
PEE nccrccenene cuss 3.70@ 4.15 CR ent cee kecen needs 7.35@ 8.00 NE ide vane anne 3.25@ 3.75 
DE. icsicuesvakues 2.00@ 2.75 Guaiac (Wood) .......... 2.00@ 2.50 Rose, Bulgaria (oz.) ..... 20.00@ 45.00 
eee 3.00@ 5.00 cv ceecuvenuceas 2.25@ 3.00 Symthatie, Ths cccccsccscs 10.80@ 16.00 
Birchtar, crude ........... 105@ 1.25 Juniper Berry ........0: 5.25@ 5.80 Rosemary, Spanish ....... 95@ 1.25 
Birchtar, rectified ......... 3.95@ 4.00 DET EOOE. cae incccwdawds 21.00 Nom’ SHG CEN cccvccccccess 1.75@ 2.25 
CE NOD vciescrvcccus 3.10@ 3.50 BD cwucuncecareceans 1.70@ 2.35 Sage, Dalmation .......... 2.85@ 3.35 
ty OCG a vavecccevenes 45@ ~~ .70 Lavender, French ......... 2.00@ 5.10 Sandalwood, N. F. ........ 13.25@ 14.20 
GE exudes eeinncceueus 200@ 2.50 EN kab oid a cee tuwes 150@ 1.75 Sassafras, artificial ........ 50@_ «75 
CL Si.cvacneeaeseewss 20.00@ 25.00 Romie, Calis, . oc cccccccses 2.90@ 3.00 SNORE es vcsvuevendends 19.75@ 22.00 
Camphor “white” dom. ...  35@ ~~ .60 PN ckeendvueeendce's 3.00@ 5.00 IIE Wivccaccceetcdwas 440@ 5.10 
Cananga, native .......... 2.35@ 3.10 RR cc cncceceaueces 1.75@ 2.00 TM, BOE oe ccssaceseenss 2.35@ 3.10 
ND eure eee 3.85@ 4.00 Limes, distilled ........... 4.40@ 4.50 \ A ere 2.75@ 3.50 
CE cernrnennteas eas 1.90@ 5.25 ONNGE anc cicccccwes 9.75@ 11.00 VEN ccdcadawwanuuews 27.00@ 32.00 
Cardamon ................ 32.00@ 36.00 Di gie casu ewer adele 2.75@ 3.35 Vetivert, Haitian ......... 10.65@ 12.50 
Cassia, rectified, U.S. P. .. 2.10@ 2.50 SND cvcnguswecenadeede 95.00 Nom’ DNN < Wavceasuenae 12.00@ 15.00 
Ce UNE iste ékcndsenees 110@ 1.25 PR e ciicpenevewavded 4.35@ 5.40 WOE sccucdeccede's 4.00@ 12.00 
Ei epic tee aanks 190@ 2.25 Neroli, Bigarde P. ........ 240.00@260.00 WORMIOOE occnne dewccdden 3.00@ 3.75 
| a 45@ «60 Pe GN ce cckcacden 130.00@190.00 Ylang Ylang, Manila ..... 38.00@ 43.00 
 piicuuscnedeckvever 16.00@ 20.00 Pn ccuridwavevesesess 4.35@ 5.00 OO cncdwdawdvasa 12.00@ 15.00 

Chamomile Roman ....... 250.00@ Ocotea Cymbarum ....... 55@ ~ «80 


Cinnamon bark oil ....... 35.00@ 43.00 IN xk oi dececvnccin 8.35@ 10.50 (Continued on page 171) 


B-W LANOLIN U.S.P. 


EVENTUALLY—For better creams, with economy 












B-W Lanolin the superior quality puts into your cream that which gives the 
skin that smooth soft velvety feeling. 


B-W Lanolin will never cause your cream to darken, is best by test and con- 
tains over 15% free and combined Cholesterol. 


No other base used in your cream, equals the merits of B-W Lanolin. 


B-W HYDROPHIL (Absorption Base) Made in U.S.A. 


BOPF-WHITTAM CORPORATION 


Executive Office America’s Original Lanolin Producer Sales Office 
Laboratory and Factory ESTABLISHED 1914 509 Fifth Ave. 


LINDEN, N. J. NEW YORK, N. Y. 
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(Continued from page 169) Benzophenone ............ 1.354 1.70 Hydroxycitronellal ....... 7.00@ 


Benzyl Acetate ........... 60@ «75 RN CNS ccncdeceaxéaes 18.25@ 
ec : Benzyl Alcohol ........... 70@ ~~ «85 lonones 
TERPENELESS OILS Benzyl Benzoate .......... 904 1.00 I Ber pete ada aaa’ 7.504 
I io ecaneneedt 9.00@ 13.00 Benzyl Butyrate .......... 2.00@ 2.25 NRMNN  bccdcecenwevawexe 4.754 
CN ciciaccanreawaa 65.00@ 68.00 Benzyl Cinnamate ........ 3.60@ 4.00 DUNOER ooscacisccucses 1.454 
OE ES 7.25@ 10.00 Benzyl Formate .......... 2.00@ 2.30 Iso-butyl Acetate ......... 1.00@ 
IID ais’ o:6! aw a-0'0-0 «'n.0:0.0:0 00.5 Se Benzyl-Iso-eugenol ........ 9.00@ 9.75 Iso-butyl Benzoate ........ 1.354 
DD ccc iixcuneowaks 70.00@ 75.00 Benzyl Propionate ....... 165@ 2.15 Iso-butyl Salicylate ....... 2.154 
he a as 42.00@ 45.00 Benzylidene Acetone ..... 2.50@ 2.85 DOUMIIINE od c cuciwouduxs 3.404 
Orange sweet ............ 75.00@ 100.00 NS rer ree 5.75@ 6.35 DGMEEE ov acacuvencanes 2.004 
Peppermint .............. 12.75@ 14.75 Butyl Acetate, normal .... .19144@ .20%4 RIOONNOE: ccascauses seen 4.500 
ED ecg. ena Ot 6.000 7.25 Cinnamic Alcohol ........ 3.10@ 3.50 Linalyl, Acetate 90% ..... 4.754 
eee ee senna es 7.504 10.00 Cinnamic Aldehyde ...... 115@ 1.35 TOTe cece cece ceccceees 4.65 
Cinnamy] Acetate ......... 3.85@ 4.90 Linaly! Benzoate ......... 10.504 
DERIVATIVES AND CHEMICALS Cinnamyl Formate ........ 10.00@ 13.00 Linalyl Formate .......... 10.254 
CE Cae Ie axiwdicencemnes 3.754 4.20 Linalyl Propionate ........ 10.004 
Acetaldehyde 50% ....... 190@ 2.75 CN, oe Witieacdcuwewna 3.40@ 4.10 MN lecudsecéewescxes 8.904 
Acetophenone ............ 150@ 1.75 Citronellyl Acetate ....... 3.95@ 5.40 Methyl Acetophenone ..... 1.35@ 
RR TAD wiwicnvis cece 240@ 3.00 CI ae cia eae 3.00@ 3.25 Methyl! Anthranilate ...... 2.254 
Or Sl cc ccnuspecionsanbes 14.00@ Cuminic Aldehyde ....... 7.75@ 10.00 Methyl Cinnamate ........ 1.65 
RMD ciaccceasunteseuway 240 3.00 Diethylphthalate ......... 45@ «50 Methyl Eugenol .......... 4.000 
Oe cavnvcevnvcdennnace 14.50@ Dimethyl Anthranilate .... 5.00@ 5.75 Methyl Heptenone ........ 6.254 
MED ob sa user dae eane Ks 2.40@ 2.85 Ethyl Acetate ............. 324 35 Methyl Heptine Carbonate 45.000 
Bees © SG vcsadccivecs 11.00@ 12.00 Ethyl Benzoate ........... 5@ 90 Methyl Naphthyl Ketone .. 3.00 
ee Me en esciuit. Gia ushica waa Galak 17.50@ 19.00 Ethyl Butyrate ........... 10@ 285 Methyl Phenvlacetate ..... 1.654 
EE diinnnieciacandeean 7.00@ 8.50 Ethyl Capronate .......... 3.65@ 4.25 Methyl Salicylate ......... A0G@ 
Se ansxbnesacedveunens 19.25@ 22.00 Ethyl Cinnamate .......... 2.50@ 2.80 Musk Ambrette -......... 5.65@ 
Oe ile a er ne a 12.504 16.00 Ethyl Formate ............ 65@  .75 MNO Wire wa dceeis wees 5.00 
C 14 (Peach so-called) .. 7.00@ 8.75 Ethyl Propionate ......... .715@ 1.00 j Rs ade kdadewcencsxe 1.75@ 
C 16 (Strawberry so-called) 7.25@ 8.20 Ethyl Salicylate .......... 85@ 1.00 Neroline (ethyl ether) ....  2.00@ 
Amyl Acetate ............ 55@ = .75 Ethyl Vanillin ............ 6.75@ 6.80 Paracresyl Acetate ........ 2.154 
Amy] Butyrate ........... 85@ 1.10 EE tivinghanccawa' 1.600 2.00 Paracresyl Methyl Ether .. 2.40@ 
Amy] Cinnamate ......... 4.50@ 5.80 ES eee 165@ 2.25 Paracresyl Phenyl-acetate ..  4.75@ 
Amylcinnamic Aldehyde .. 2.80@ 3.10 Geraniol, dom. ........... 3.00@ 3.75 Phenylacetaldehyde 50% .. 2.75@ 
Amy] Formate ............ 95@ 1.20 Geranyl Acetate .......... 3.15@ 3.85 SOOM Kicks wiNe sideweus 4.10G 
Amyl Phenyl Acetate ..... 3.75@ 4.00 Geranyl Butyrate ......... 5.75@ 6.75 Phenylacetic Acid ........ 1.70@ 
Amy] Salicylate .......... 80@ 1.00 Geranyl Formate ......... 6.25@ 7.10 Phenylethyl Acetate ...... 1.75 
Amyl Valerinate ......... 1.75@ 2.15 Guaiac Wood Acetate ..... 6.00@ 6.75 Phenylethyl Alcohol ...... 1.600 
NE acinus un saceseices 15a 93 Heliotropin, dom. ........ 2.80@ 3.50 
Anisic Aldehyde .......... 2.50@ 3.00 Hydrotropic Aldehyde .... 6.75@ 7.25 (Continued on page 173) 


OIL ORRIS ROOT LIQUID ABSOLUTE 
ORRIS CONCRETE 
ORRIS OLEORESIN (Resinoid) 


Experience demonstrates that none of the substitutes for Orris 
are wholly satisfactory in giving the characteristic Orris note. 
It is therefore fortunate that these well known. Bush specialties 
are now readily available. 


W. J. BUSH & CO., Inc. 


ESSENTIAL OILS... AROMATIC CHEMICALS . . . NATURAL FLORAL PRODUCTS 
11 EAST 38TH STREET, NEW YORK 16, N. Y. 


LINDEN, N. J. NATIONAL CITY, CAL. 
LONDON MITCHAM WIDNES 
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Cosniill Les +... 


21 Irving Place New York 3, N. Y. 


PRIVATE FORMULA 
MANUFACTURERS OF 
COSMETICS AND TOILETRIES 


BULK AND COMPLETE PACKAGING SERVICE 


Skilled Factory Employees 
Progressive Management 
Personalized Service 
Perfected Details 


REPUTATION BASED UPON PAST PERFORMANCE 





ATTENTION-PERFUMERS 


NOW AVAILABLE 













@ A 100% pure, uniformly textured, white bees- 
wax that always retains its quality and consist- 
ency. Will not settle, turn watery or give a curdled 





















appearance—emulsions remain stabilized even Hydroxy Citronellal 

during long periods of shipment, storage and 

display. Write for complete information. Geraniol 
Citronellol 


eu Te a ee le Rhodinol 
Composition Waxes RedOil Yellow Beeswax 


Replacements For Aromatic Chemicals, 


Essential, and Flower Oils 


SOAP and COSMETIC PERFUMES 
INDUSTRIAL ODOR MASKS 







i 


CONSOLIDATED 
Established 1858 FRUIT JAR CO. 


NEW BRUNSWICK, NEW JERSEY 






Samples on Request 


SEELEY & CO.. INC. 


1 Main St. — Nyack, N. Y. 















Factories & Warehouses 


Los Angeles, Calif. Nyack, N. Y. 













SHEET METAL GOODS : SPOUTS : SPRINKLER TOPS : DOSE CAPS 
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(Continued from page 171) 
Phenylethyl Butyrate ..... 4.00@ 
Phenylethyl Propionate ... 3.65@ 
Phenylethyl Salicylate .... 4.60@ 
Phenylethyl Valerianate .. 6.25@ 
Phenylpropyl Acetate ..... 1.504 
RE Sai odeeh en beke 65 
ae ee ae” eee 3.50@ 
Styrolyl Acetate .......... 2.30@ 
| Vanillin (clove oil) ....... 4.00@ 
COEEONEED kbs ccedcncens 3.00@ 
DEE, beceeeentanesuuns 3.00@ 
Vetiver Acetate ........... 32.00@ 
Violet Ketone Alpha ..... 7.45@ 
Yara Yara (methyl ether) .  2.15@ 
BEANS 
Tonka Beans Surinam .... .90@G 
bP Srer rer reer ey 1.75@ 
Vanilla Beans 
Mexican, whole ......... 5.004 
errr re 4.504 
I ircincewsaeneeks 1.75 
MED. idctaxivecncerns 3.004 
| 
SUNDRIES AND DRUGS 
OE cs wiainnedaeeenes .09@ 
Ambergris, ounce ........ 8.50@ 
| Balsam, Copaiba ......... .65@ 
PE cctavewitecminne ees 85a 
Beeswax, bleached, pure 
GMS, Sdcdindecuaha ans .10@ 
Yellow, refined ......... 61@ 
Bismuth, subnitrate ....... 2.304 


Borax, crystals, carlot ton . 


79.504 





1.00 


_ 
co 
S 


tin de 
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14 
18.00 
90 
1.05 


13 
63 


99.50 


Boric Acid, U. S. P., . .129.00@133.50 


Calcium, phosphate ....... O8@ 08% 

Phosphate, tri-basic ..... .0660@ .0730 
Camphor pwd., domestic...  .58@ 60 
Castoreum, nat., cans ..... 12.00@ 45.00 
Catel, ARGMOE occ ccccscees 150@ 1.55 


Chalk, precip. bags, clts ... 02%,@ 03 
Cherry Laurel Water, jug, 


i iuuducudaqeadusanes? 1.75@ 2.25 
Citric Acid ....cccccccees 244%4@ 26% 
eee 5.50@ 20.09 
Cocoa, Butter, earlots -.... 50%@ 52% 

95 


Cyclohexanol (Hexalin) .. .214@ _ 22 
Fuller’s Earth, Mines ton .. 27.00@ 30.00 


Glycerin, C. P. ........... 394@ 40 
Gum Arabic, white ........ 30a an 
PE encidiadauswecanens 124@ _ .14 
Gum Benzoin, Siam ...... 3.50@ 3.85 
PE recat ewiendved hs 344 42 
Gum Galbanum .......... 90@ 1.00 
CN MEE ccdewrnediences 38@ 42 
A NG er ckaceeweun ne 284 32 
EN wine pacsavndenceks 05@ 07 
RIED orice cgavensass 5.00@ 7.00 
Lanolin, hydrous ......... 18@  .20 
IO eaicewunee'cdas 22@ = 24 
Magnesium, carbonate .... .11@ .124% 
ER C55 rearenkeceeus A3@ A4 
ee ere 22.00@ 50.00 
Olibanum, tears .......... 26@ = 35 
errs A1@~~=«C««d 
Orange Flower Water, gal. 1.75@ 2.25 
Orris Root, Italian ........ 18a 25 
PE ccdancsuucuianiees 054%@ 07% 
Peroxide (hydrogen U. S. P. 

Me. Siscdbuaeveadueees 03%@ 05 
Petrolatum, white ........ 065%@ 08% 
re 100@ 1.75 
ee erererer ere ce Nominal 
Rose flowers, pale ....... -40@ «50 


Rose Water, jug (gal.) .... 2.25@ 3.00 


Resin, M. per cwt. ........ 
Salieyiie Acid ....ccccces: 
TRC INOW Sec cadanee 
Silicate, 40°, drums, works, 
1GD POON i ociccciccs 
Sodium Carb. 
58% light, 100 pounds .. 
Hydroxide, 76% solid, 100 





8.45@ 
A0@a A2 
2.45@ 


DONNY Neawcuccuiee cs 3.05@ 4.20 
TEE sn ceduwcceaeenes 39a 41 
Stearate Zinc U.S. P. ..... A2@ 43 
TRNMN hieedéectutenecawed 140@a 85 
ROMO AGM 2 cceccwcsans 37T4@ 38Y 


Tragacanth, No. 1 ........ 


Triethanolamine ......... .2144@ .22¥ 


Violet Flowers ........... 
Zine Oxide, U.S. P. cartons . 


2.00 Nom’! 
1834,a 19 


OILS AND FATS 


Castor cold-pressed tanks .. 19144 
Cocoanut, crude, Atlantic 
GNGNy CHD ax. d sd cccccnss 164% 


Corn, crude, Midwest, mill, 
NE ik ocncecuecectccean 


154 Nem’ 


Corn Oil, refined, tanks ... 18444 
Cottonseed, crude, tanks .. .1444@ 
Groeanse, WHIRE 2. cccccceess 08344 


EGG, CMMMOE. < ccaccwewcas 
Lard Oil, common, No. 1 

WO witcdledusheurdes 
oo re 
Peanut, refined, tanks ..... 
Red Oil, single distilled 

QRS Panecdedcoceeaens 
Stearic Acid 


AS@ 154 


A5S@ 15% 
22@ 22% 
21a 


163,@ 17% 


Triple Pressed .......... .22%4@ .23% 

Double Pressed ........ « 204,@ 21% 
Tallow, acidless, drums .... .144.@ _ .15 
Wy CUNO 6 wicks shan 0834 @ 
Whale oil, retined .......... Nominal 


THE AMERCHOLS ARE NATURALLY pifFeReNT! 


CHOLESTEROL IN ITS MOST ACTIVE AND EFFICIENT FORM 


These non-ionic, surface-active agents are NATURALLY good for the skin. Of biological origin, they repre- 
| sent odorless, color-free forms of cholesterol and related rare sterols which we isolate from animal tissues. 


ceuticals, 


The Amerchols are efficient, highly active emulsifiers, penetrants and emollients for cosmetics and pharma- 


WE KNOW OF NO CASE OF ALLERGY DUE TO AN AMERCHOL 


Here is complete information: 


WRITE ON YOUR LETTERHEAD FOR OUR NEW TECHNICAL BOOKLET 


Contains technical data on the use of the Amerchols in o/w and w/o emulsions. 
Formulas for cold creams, vanishing creams, antiperspirants, shaving preparations, 
emollient creams, ointments, lotions, hair preparations, etc. 


OUR RESEARCH LABORATORIES ARE AVAILABLE TO YOU FOR ADVICE AND 
INFORMATION AT ALL TIMES. 


a te ee ee 


NEWIJERSEY 


) 
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PERFUME 


BASES 


hs ONSTANT research, skillful blending and ® 


development of subtle aromatics by the 
































Perfume Chemists of N.B.W. assures the 
quality of its Essential Oils, Aromatics and 


Floral Creations. 


To be sure of constant high quality and lasting 
consumer acceptance of your products . . . 
Rely on NEUMANN-BUSLEE & WOLFE, Inc. 
where RESULTS have merited your repeat 


business since 1920. 


NEUMANN-BUSLEE « WOLFE 


INC. 
226 W.Huron St. 


Ce CT et Pe 





MARKETING DRUGS 
& COSMETICS 


By Louis Bader, Ph.D. & Sidney Picker, M.C.S. 


This complete handbook on the drug and cosmetic in- 
dustry will help solve the many merchandising problems 
of manufacturers, wholesalers and retailers. 


It explains how best to introduce new products, how 
to get the most out of advertising, how to arrange dis- 
plays that sell by themselves, and how to apply hun- 
dreds of other means of moving merchandise profitably. 


Here are painstaking directions for packaging products, 
explaining the importance of size, shape, style, color, 
design and materials. 


Included also are the capital requirements necessary to 
the establishing of a business in the drug and cosmetic 
field, together with full, practical information for every 
business operation in the industry. 


—e_lEOeelEOeeEOeeES 


Only $5.00 postpaid—order your copy today from 


_ 











— 





———eeeeernr ee eee See 





—™ 









Moore Publishing Company 


Book Dept., 9 East 38th St., New York 16, N. Y. 
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CLASSIFIED ADVERTISEMENTS 


Rates, per line, per insertion: Business Opportunities, $1.00; Situations 


Wanted and Help Wanted, 50c. Please send check with copy. 


BUSINESS OPPORTUNITIES 


WANTED: 2—Dry Powder Mixers; 2—Pony Mixers; 2—Tablet 
Machines; 1—Filler; 3—Kettles; 2—Filling Machines. No deal- 
ers. Write Box 2353, The American Perfumer and Essential Oil 
Review. 


WANTED Chemicals, Colors. Pigments. Resins, Solvents. Oils. 
Aromatics, Other Raw Materials & Supplies. Machinery & Equip- 
ment. CHEMICAL SERVICE CORPORATION, 80 Beaver St.. 
New York 5, N.Y.. HAnover 2-6970. 


FOR SALE 


FOR SALE: 4—Dry Powder Mixers 6004, 1200#, 2000#; 9 
World or Ermold Semi-automatic Labeling Machines; 2—World 
Rotary Automatic Labellers, motor driven, late serial number; 
1—Stokes 79-80 Filler, Closer, Clipper, motor driven; 60—Stain-- 
less Steel, Aluminum, Copper, Glass lined, jacketed Kettles, some 
agitated; 2—Stokes “R” single punch Tablet Machines, 244” dia.; 
7—Stokes “F,” 3%”; 1—Karl Kiefer Rotary 8 spout Vacuum ‘ 
Filler; 14—Copper Percolators, 20” to 36” dia.; 1—No. 2 DH 
Micro-Pulverizer, 4—No. 1 SH; 66—Tanks; 26—Stainless Steel, 
250,350 gal.; 40—Aluminum 800, 650 and 250 gal. Send for latest 
copy of Consolidated News listing complete stock. We buy your 
Surplus Equipment. CONSOLIDATED PRODUCTS CO., INC., 
14-15 Park Row, New York 7, New York, Phone: BArclay 7-0600. 

j 


1—New International Automatic Filling Machine 

$3,950.00. 1—New Racine Automatic Screw Capper for 20 M/M 
Metal Caps Cost—$2.675.00. STILL IN THE ORIGINAL CRATES: 
BEST OFFER TAKES IT. Box #2804, The American Perfumer, 
9 E. 38th St.. New York 16. N. Y. 


12 Spouts Cost 


HELP WANTED 


Wanted representatives for full line of handmade perfume bot- 
tles. Visiting Perfume manufacturers regularly. Territories open 
New York, West Coast. Texas, Florida. Kenbury Glass Works, 
38 W. 32nd St.. New York 1, N. Y. 


SALESMEN—UNUSUAL OPPORTUNITY—ATTRACTIVE OF. 
FER. Well established manufacturer of Aromatic Chemicals, Es- 
sential Oils and Perfume Compounds has openings for salesmen 
with knowledge of the business and a following in the trade. Re- 
plies will be treated confidentially. Our staff knows about this ad. 
Box # 2803. The American Perfumer, 9 E. 38th St.. New York 16. 
N.Y. 


Flavor compounder on consulting basis for growing midwest com- 

pany. Able to match samples and develop new products. Give full 

details. Pay commensurate with results. Box # 2805, The Ameri- | 
can Perfumer, 9 East 38th St.. New York 16, N. Y. 


SITUATION WANTED 


French Perfumer Chemist at the height of knowledge of, and ex- 
perience in, the Art of Perfumery. Duplication of outstanding per- 
fumes and creation of new ones with truly distinctive characters. 
Offers his services on a highly confidential basis as a consultant or 
other possible arrangement. Box # 2806, The 


fumer. 9 EF. 38th St.. New York 16, N. Y. 
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PROFESSIONAL SERVICE 


FIFTH AVENUE 
PROTECTIVE ASSOCIATION 


142 Lexington Ave. Our Own Building 
New York 16, N. Y. 


44 Years of “RESULT PRODUCING” Service 
Proves Our Worth. The “TRADES” Recognized 
CREDIT and COLLECTION AGENCY. 


“TRAVELING ADJUSTORS == RESULTS" 





CENTRAL CONSULTING LABORATORIES 


Specialists in Foods, Drugs and Cosmetics 








Chemical, Microbiological and Biological Tests and Assays—F.D.A. Applica- 
tions—Toxicological and Allergenic Tests-—-Development of New Products, Per- 
fumes, Food Flavors—-Package Design and Labelling—Clinical and Consumer 
Testing—Production Problems—Control Procedures—Industrial Applications. 


16 CLINTON STREET BROOKLYN 2, NEW YORK 


GEORGE W. PEGG Ph. C. 
Consultant 
Cosmetics—Drugs—industrial Alcohol—Fiavoring Extracts 
Lebeling—Advertising—Formulas 
152 W. 42nd St., N. Y. 18, N. Y. Tel.: Wisconsin 7-3066 


Washington address: 2121 Virginia Ave. N.W., 
Washington 7, 0.C., c/o Dr. George W. Hoover 








RESEARCH CHEMISTS & ENGINEERS 


A staff of 75 including chemists, engineers, bacteriologists and 
medical personnel with 10 stories of laboratories and a pilot 
plant are available for the solution of your chemical and engi- 
neering problems. 

WRITE TODAY FOR BOOKLET NO. 2A 

“The Chemical Consultant and Your Business” 


FOSTER D. SNELL, INC. 
29 WEST 15TH STREET NEW YORK 11, N. Y. 








NOW AVAILABLE! 


COSMETICS & HOW TO MAKE THEM 


By Robert Bushby 
Third Edition, 1945 . . . $3.00 postpaid 


MOORE PUBLISHING CO. 


Book Dept., 9 East 38th St., New York 16, N. Y. 





Aromatic Chemicals 
FOR PERFUMERY AND FLAVORS 


Isopropyl Quinoline ¢ Ethyl Anthranilate 
Isobutyl Quinoline ¢ Skatol 


Butyl Anthranilate 
Tertiary Butyl Quinoline © Butyl Betanaphthol 


EAIRMOUN} 


CHEMICAL CO., INC. 
136 Liberty Street + New York 6, N. Y. 
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There ls A 


ZECO WAX 


To Solve Your Problems 


Why Not 
CHANNEL 


Your Inquiries to 


WAX DIV 


DIAL WOrth 4-8383 
H. W. KRAAZ 


G.S. ZIEGLER & CO. 


233 BROADWAY, NEW YORK 7, N.Y. 


For 

AMORPHOUS WAXES MICRO-CRYSTALLINE 
OZOKERITES WAXES 
CERESTINES OXIDIZED WAXES 
PROTECTIVE COATING CARBON PAPER WAXES 

WAXES CARNAUBA WAXES 
LAMINATING WAXES CARNAUBA EXTENDERS 
PARAFFINS JAP WAX REPLACEMENTS 
PARAFFIN EXTENDERS BEESWAXES 
CABLE INSULATION MONTAN WAXES 
WAXES ZECO PROCESSED 
MATCH WAXES CANDELILLA 


WAXES TO MEET INDIVIDUAL SPECIFICATIONS 
PRIME SOURCE 
“Juniper Mexicana” 


CEDARWOOD OILS 


Oils of proven persistency 
and brightness 
PSUEDO CEDROL _—C CRYSTALLINE CEDROL 


Write for Samples for Testing and 
List of Dealers 
SOUTHWEST CEDAR OIL CO. 


Manufacturers and Processors 


P. O. Box 1939 San Antonio, Texas 


Founded 1854 


FEZANDIE & SPERRLE, Inc. 
205 Fulton Street, New York City 
HIGHEST STANDARD 


Colors and Dyes for Cosmetics, such as 


LIPSTICKS PERFUMES 
ROUGES LOTIONS 
FACE POWDERS SHAMPOOS 
MASCARA CREAMS 
SOAPS Etc. 


Your inquiries are invited 
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